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MIINERVA, Goddess of Wisdom, 
comes back to Herald Square, which 
—if you know your New York—is 
that triangular slice of street at 34th 
and Broadway, with the Marbridge 
Building on one side and R. H. 
Macy’s on the other. 


It seems most fitting that the 
brightly bronzed, buxom goddess 
should come back to Herald Square 
for the opening of Spring Shoe 
Week in New York; but for the life 
of us we can’t draw a pertinent 
point on “Stuff and Guff,” the two 
mechanical men who strike the hour 
in the niche under Minerva’s feet. 
All the shoe men in the Marbridge 
Building will probably be annoyed 
with the ringing of the bell, or will 

- they. 

_ So when you come to New York 
for Spring Shoe Week make a sa- 
lute to the Goddess of Wisdom and 
hope that your purchases and plans 
will find favor with her guidance. 
The sixty-five-thousand-pound statue 
has been away from the Square for 


a period of nineteen years—having 
previously commanded the section 
from the top of the Herald Build- 
ing. Now she comes closer to man- 
kind, a few feet above the pavement 
and may it be token of the possi- 
bilities of the prosperities that were 
with us at that distant date. If it 
comes again, may we have the wis- 
dom to hold onto our gains rather 


than dissipate them. 


MI-DAY and Distribution were 
discussed by Leo M. Cherne of the 
Research Institute of America, Inc., 
and the startling conclusions he 
made were: 


“Even if the merchandise is nec- 
essary to the civilian population 
and the transportation facilities are 
adequate, will the wholesaler be 
free to merchandise the style, the 
various types, the intricate and at- 
tractive packages that serve as sales 
stimuli during peace? Those pres- 
ent non-essential items which in- 
volve in their manufacture a com- 
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modity listed in the strategic or 
critical commodity list of the Army 
or Navy Munitions Board may, after 
M-Day, prove to be unobtainable. 
In addition, one of the important 
targets of Government control after 
M-Day will be certain trade prac- 
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tices, selling and advertising pro- 
cedures which result in duplication 
and waste, such as excessive brands 
and unnecessary style variations, 
superfluous containers and wrap- 
pers which have no value in a 
war-time economy. Most drastically 
affected by such efforts to conserve 
raw materials will be the distribu- 
tion trade. Here’s the minimum 
that such conservation will attempt 
to accomplish in the field of dis- 
tribution after M-Day: 

1. Secure all possible reductions in 
the number of styles, varieties, sizes, 
colors, finishes, etc., of the several prod- 
ucts of the industry in question. 

2. Eliminate styles and varieties of ar- 
ticles that violate the principle of econ- 
omy in the use of constituent materials; 
for example, garments requiring unusual 
yardage could be eliminated. 
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3. Eliminate features of adornment that 
add no usefulness. 

4. Reduce the production and sale of 
articles that yield only minor comfort 
and satisfaction. 

5. Substitute plentiful articles for 
scarce ones. 

6. Discourage the use for unimportant 
purposes of articles that are needed for 
more important purposes. 

7. Standardize sizes, lengths, widths 
and the like in such a way as to preserve 
sufficient strength and durability, while 
achieving economies in materials and la- 
bor. 

8. Reduce the waste of materials in 
manufacturing processes generally. 

9. Economize in the use of samples. 

10. Economize in containers by elimi- 
nating smaller and odd sizes. 

11. Economize in packing by increas- 
ing the number of units per package. 

12. Economize in shipping space and 
packing materials by baling instead of 
boxing. 





PAUL B. WEST, president of the 
Association of National Advertis- 
ers, in convention at Greenbriar. 
West Virginia, last week, reported 
that 56 per cent of the members 
who had set tentative advertising 
budgets for 1941 expect to boost 
their expenditures; 38 per cent will 
spend approximately the same 
amount as this year and only 6 
per cent indicated lowering of 
their budgets. 

This poll of the nation’s leading 
advertisers indicates expectation of 
increased sales through the power- 
ful use of advertising. Mr. West 
said: 

“Defense spending or no defense 
spending, intelligent advertising and 
sound merchandising are needed as 
never before, and if we put the 
emphasis on intelligent and sound, 
they will now as always bring re- 
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E. S. BROWNSTEN of the May 
Company, Baltimore, Md., says: 
“Why do shoe manufacturers 
continue to make up their line of 
samples in 4 B? Don’t you think 
that in view of feet getting larger 
that sample sizes should be made 
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— "I've been reading a lot about 
Nepotism recently," said Joe Zilch. 
"What does the word mean?" 
—"lt comes from the Latin word 


sn Nephew," | re- 


1 ° 

—"But what's its meaning?” 

—"'In ancient days, Joe, when a ruler 
or powerful political figure showed 
favoritism towards a nephew or 
other relative, he was accused of 
Nepotism; so the term came to 
mean ‘bestowal of patronage by 
reason of relationship rather than 
of merit.’ " 

— "ls Nepotism a good thing to have 
around?" asked Joe. 

—"Generally speaking, no," | re- 
plied. “Probably one of the evils 
that is seriously affecting our na- 
tional morale today is the infiltra- 
tion into public affairs of too many 
near and not-so-near relatives.” 

—"So that's Nepotism," reflected 
Joe. 

—"Yes," | replied. ‘The Romans had 
a name for it." 


Sth Teen 


President 








up in 5, 5% and 6? First: This 
size on a model’s foot gives the buy- 
er a better idea of how the shoe 
will look on feet of sizes 7 and 8. 
Second: We can secure more models 
in 5 to 6 than in 4; and, as for 
myself, I find it more advantageous 
to buy shoes when I see them mod- 
eled. Third: Sizes 5, 54 and 6 can 
be disposed of more readily by the 
manufacturers, at less loss than the 
1 B samples.” 


+ * OF 


KF. ARTHUR CLARK, Charles A. 
Stevens Company, Chicago, IIl., 
says: 

“We appear to be entering an era 
when women’s low-heel shoes are to 
be very much in vogue. Although 
we may be using the spirit of the 
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limes as a promotion theme, people 
seem to think more of comfort and 
utility during war times than the, 
do of high style. For a long time 
we have been selling more and mor: 
low heels in street shoes. Now w: 
find we are also selling a numbe: 
in very dressy versions of pumps, i: 
styles that previously sold only in 


high heels.” 


* 7 ” 


PPROUDLY the Bostocks, wh. 
make the LOTUS shoes in North 
ampton, England, show a picture 
in Punch, of a pair of officer's 
boots, mud-caked and worn, and 
say: 

“(From a Captain, R.G.A.—May. 
1937): ‘I bought a pair of Lotus 
Veldtschoen boots in 1914 at Dove: 


at the commencement of that war 








—and have worn them ever since. 
till now I am told they are not fit 
to sole again. They are so com- 
fortable that if it is possible to re- 
sole them I should be glad. If not, | 
hope you will use them as an adver- 
tisement for British-made goods. ” 


* * 


A WESTERN sales manager 
writes: 

“Your comment regarding the 
sale and service of shoes over-the 
counter with the wrap-up _philoso- 
phy of notions is well taken. My 
contention is when the shoe sales- 
man is on the fitting stool it is ‘oo 
late to change the mind of the cus- 
tomer on the type of shoe she 
wants. He may sell her a patiern 
or a certain material, but when a 
lady goes into a store for a dress 
shoe or a sport shoe, etc., that’s the 
end. Any education program to 
receive the full benefit should affect 
the lady’s thinking before the fit- 
ting stool stage of a sale. In my 
opinion, most shoes are sold be (ore 
the customer gets inside of the 
store—fitting stool or no _fit'ing 
stool.” 
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THE most typical American family 
was recently voted by a committee 
of newspaper men to be the Leath- 
ers family of Clarendon, Texas. 
And by that strange coincidence, 
the pictures of the parents, son and 
daughter, showed cowboy boots on 
all but mother. We haven't fig- 
ured out how many feet of leather 
were draped on the Leathers family 
but it’s hurrah for Texas. They 
are typical, topical and “tannable.” 


6*PPRICE Behavior and Price Con- 
trol” was the subject by David 
R. Craig, president of the Ameri- 
can Retail Federation, at the Boston 
Conference on Distribution. He said, 
in part: 

“Two conditions give rise to de- 





mands for price controls. The first 
is the development of shortages as 
a result of heavy government pur- 
chases. These shortages result 
eventually in price rises to consum- 
ers. The second is the danger of 
real or fancied profiteering. Con- 
sumers learn of price increases only 
at the retail counter and in the past 
have been quick to raise an outcry 
against profiteering even though the 
price increases took form long be- 
fore the goods reached the retail 
stores. 

“Any ‘attempt to prevent retail 
price increases by the so-called 
‘ceiling’ plan is based on the tacit 
assumption that the pricing system 
of the country performs no useful 
function. This plan freezes all 
prices on a given day, and there- 
after permits necessary price rises. 
Tn an era of defense, when produc- 
tion is paramount, the necessary 
exceptions are bound to go to pro- 
ducers of the vital military supplies, 
Whether tanks or planes or guns, 
which consumers do not use, or 
blankets and cotton fabrics and 
socks, which they do use. Distrib- 
ttors of civilian goods will be 
caught in an inexorable hydraulic 
press. Even under the most favor- 


able conditions, those in the civilian 
goods industries must expect their 
money incomes to be relatively 
smaller than those in the military 
industries, not only because the 
popular emphasis is on war orders 





but also because civilian competi- 
tion is much keener. 

“Where genuine shortages appear 
prices are certain to advance in the 
absence of government regulation. 
But in some instances such short- 
ages and price increases may place 
necessary commodities beyond the 
reach of low-income consumers. 
Thus it may seem advisable to limit 
the price at a lower level than that 
which would be reached on the 
open market. But it should be em- 
phasized that planned rationing 


would be required if demand is not 
to exceed supply at such a fixed 
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low price. And such a price control 
and rationing scheme would have 
to be installed on a vertical basis, 
extending from the earliest produc- 
er to the retail counters.” 


. . 


AAN old shoe solves a mystery. 
Half-century search for fate of 
missing boy comes to an end, “A 
48-year search for Earl Morley, 
three years and eight months old 
brother of Roy R. Morley of Pine 
Bluff, whose disappearance in Sep- 
tember, 1892, was responsible for 
naming ‘Lost Bay’ gulch in Colo- 
rado, ended with the finding of a 
skeleton in the bed of White River 
near Meeker, Colorado. Shoes on 
the feet of the skeleton became the 
deciding factor in the identification 
through a comparison with a shoe 
in the antique collection of Major 
Charles T. Cahill, curator of the 
antique collection of the United 
Shoe Machinery Corporation in 
Boston—who have the largest col- 
lection of antique shoes in the 
world. Major Cahill is a recog- 
nized authority on shoe history.” 














“That's not what | meant, Ergelson, when | said that a good salesman always 
pulls trade into a store!" 
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Photograph courtesy of Jaeger of London 


MMEAYBE by now you are so used to soft 
types that you just take them for granted— 
those unlined softie punched walking shoes 
and all the unbelievably easy and comfort- 
able play shoes which took such a big slice of 
last Summer’s business. 

Think back only a few years, however, 
and you'll see that these types mark a radi- 
cal change in the shoe business. A new word 
has come into use as applied to shoes—the 
word “soft.” Today you sell shoes that feel 
soft and look soft. 

New soft sole constructions: platforms; 
very flexible welts; a construction that 
rounds the sole well up over the upper and 
does away with any edge or seam against the 
side of the foot. Other special outsole and 
inner sole treatments, all helping to give 
great flexibility and comfort. And flexible 
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Describes the New 


( asi ul Shoe . 


tannages in sole leathers as well as flexibility 
in construction. 

And that’s not all. The tanners are co- 
operating with new soft finishes and colors. 
Soft crushed leathers and soft shrunken or 
embossed grains in luggage and saddle tones, 
beiges, tans, cocoas and the lighter browns 
for casual types have been headliners ever 
since the Leather Show in September. Also 
soft greyed blues and greens, gentle pastels 
and flag colors, authentic, not strident. 


BB IGGER news still is what has been hap- 
pening to spectators. Did you know that they 
have gone soft, too? Faille lining inserts 
are being used at the side, like the inserts 
of last year, but minus the elasticized back- 
ing. Result—a new kind of spectator, classic 
in appearance but with a new softness, very 
easy on the foot. 
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FOR the games right now. Spectators and mannish 
types are naturals for stadium wear with well-tailored 
suits number one choice for the younger crowd. Promote 
them as your leading style items for the early games. 
And don’t neglect your customer who likes the frankly 
casual shoe. 


For end-of-the-season games. Come cold weather, 
you'll sell stadium boots. There a good choice of these 
—fur-trimmed, wool-lined, with leather or rubber soles. 


For the games and dancing after. Dressier types 
in suedes and smooth calf and kidskin. Pumps with 
bows, fur bows perhaps, and carved wooden bow orna- 
ments to match carved wooden heels. All your best-sell- 
ing dressier street shoes. 


Football Weekends .. . 

and parties galore for your younger cus- 
tomers these coming Saturdays and Sun- 
days. They'll be in the market for every- 
thing from spectator pumps to woolly lined 
spectator boots; from soft light weight in- 
door play and after-ski shoes to formal 


party slippers. 


Easy merchandise to sell, easy customers 
to please and plenty of promotion material 
to use. In fact, every prospect for good 


business this month. 


NOVEMBER KICKOFE 


Recorder Suggestions to Start the New 


For after-game and after-ski wear. There's a new 
kind of play shoe on the market. Intended for indoor 
wear, it’s neither a boudoir nor a hostess slipper. It 
comes in corduroy, in soft leathers, in furred calfskin. 
It can be worn outdoors, but it is designed primarily) 
for indoor wear. 


As for colors, don’t overlook those warming reds, 
the bright reds in sports and casual moccasins, the 
browns, wines, military tans and antiqued tones, the 
blues, greens and—in southern cities—the saddle tones. 
Everything except black, which sells anyway. 


And last, but by no means least, the party slippe-s. 
There’s plenty of choice here, too. Gold and silver kid. 
of course; dyeable satins (revived just recently by style- 
minded young debs), mesh, metal brocades and damask. 
And Vinylite, the glass slipper for the 1940-4] 
Cinderella. 


Here she is ... 


that number one style customer of yours. 
The girl who tries out all the new styles in 
spectators, casuals and party slippers. The 
girl who never misses a big game. The girl 
who's at every houseparty. The girl who 
dances the whole night through every week- 
end from now until Spring. 


Winter Selling Season 








PUMPS up to two-eyelet height. Slip-ons down to three and four eyelets. 
The two meeting somewhere between two and three eyelets. 

That’s our answer to the questions that seem to be troubling a good 
many of you shoe men today. In other words, pumps are higher and slip- 


ons are lower. All of which is very logical if slip-on and pump patterns are 


to be adapted to fit many kinds of feet. (The V-throat pump, by the bye, is 


almost two-eyelets in height on the sides with a deep V in front for better 


adjustment. ) 























forget the buckle monk straps which are due for a 
real revival. (See Oct. 26 Recorper feature, “Dark 
Horses.” ) 

We believe in these types because: 

One . . . Many women like a buckle adjustment 
better than lacing—they find it more comfortable. 

Two . . . With medium heels continuing in favor 
and low heels increasing in popularity, many 
women, who cannot wear low-heeled pumps, will 
want strap shoes. 

Three—The growing importance of casual and 
tailored clothes offers many uses for low and 
medium-heeled strap shoes with a rugged or casual 
look. 

The Recorper believes in strap shoes with short 
skirts. Because we think they are a graceful way 
of breaking the long line from hem line to shoe tip. 
Because we think they add charm to a pretty foot 
and ankle. (The accessories shown here are from 
Color Affiliates. Delman shoe, Koret bag, Kislav 
gloves and Mallinson crepe dress.) 


THE STRAP SHOE— 
important promotion 
idea im many types 


Theo tie, popular in the 
short skirt era of the 
Twenties. 


Classic high strap, in- 
creasingly important in 
many lines. 


Picks STRAPS for Special Promotion 


“STRAPS,” says the shoe man, “are not selling. San- 
dals are falling off.” 

Ask him why and he’ll tell you it’s because short skirts 
call for low-cut shoes. Pumps and low-cut slipons are 
the most flattering silhouettes with short skirts. They 
give the long, unbroken look which every woman wants, 
80 say the style experts. 

We don’t agree with that theory. And fashion hasn’t 
always agreed with it either. Remember how popular 
the Theo tie was in the 1920's? Very short skirts— 
even shorter than now—were the vogue then, and the 
Theo tie was considered very attractive and smart. Per- 
haps that long unbroken line from skirt hem to shoe 
tip isn’t so flattering after all—not for every woman. 

Anyhow, the Recorver gives you a new credo. We 
believe in Theo tie effects and in high-riding straps, 
sabots and special straps. And in the special straps don’t 


AND 
THE CROSS STRAP, 
alse gaining momen- 


tam 


Buckle monk strap, an- 
other reflection of the 
mannish influence in 
women’s styles, a steal 
from the U. S. Army 
flyers’ official shoe. 


Sabot strap, very be- 
coming style, due for 
stronger acceptance. 
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BB ENEATH all the modernism and sophistication of 
which we sometimes feel so proud is a deep-abiding 
love of home and family. We want our stores to be 
modern, streamlined, but we like our Christmas in the 
tradition, with jolly, rotund Santa in the midst of holly 
and mistletoe and tinsel, and all the other things that 
symbolize the true spirit of Christmas. 

So the Recorper Store’s Christmas program goes 
old-fashioned and perhaps a bit patriotic in keeping 
with the times. We're featuring in our displays and 
advertising a poster-portrait of genial old Santa him- 
self—fat and smiling, and as a decorative motif a 
stylized Christmas tree that is easy to adapt to many 
uses, including that of a valance for the Christmas 
windows. 

The Santa portrait suggested is one that can be repro- 
duced in advertising, yet readily reproduced for display 


This window uses a combination of Christmas and 
patriotic colors. The large Santa sign is a regular 
bill poster type done in natural colors to fit the 
window background. The white sloped surface is 
outlined in blue and red stripes as is the card. 


CORDER 


PLANS IT’S 


work by the average sign man. To copy and enlarge 
the illustration for poster work (see poster portrait. 
page 18, Oct. 19 issue), the customary plan of mark- 
ing the picture to be copied into squares is followed. 
Lines a quarter of an inch apart are drawn up and 
down and also across to make a checkerboard pattern 
over the picture. The area for the enlarged reproduc- 
tion is laid out in larger squares, perhaps a foot, or 
less, each way. The smaller squares show the position 
the lines should take in the larger area. Or one may 
work the other way round, by having a good sign man 
make a Santa poster and having the newspaper illus 
trations made from that. 

In one window sketch we suggest Santa holding « 
card with a message. If desired, the card could bx 
changed to a shallow box with several shelves on which 
merchandise is displayed. If this is done it would b: 
better to omit the sloping plateau and build the displa: 
up from the window floor instead. 

[TURN TO PAGE 35, PLEASE 
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which 
displayed. This, 
the design, gives gift idea. 


A Touch of the Patriotic Is Added to the Traditional American Christmas 


in This Complete Promotion Campaign. Second in a Series of Recorder 
Features on Ways and Means of Getting Holiday Business for Shoe Stores. 


HOLIDAY WINDOWS 


Wide stripes of soft red 
and blue form the back- 
ground of this window. 
Before this stands the 
lower portion of a green 
cutout tree, with painted 
or actual decorations, 
which conceals the lights 
that illumine the back- 
ground. Large gift-wrapped 
form stands for 
of merchandise. 







































































1 ARE you ready for a big 

busy month? You should 
have a strong newspaper ad to- 
day to assure a busy Saturdaf. 
If you have not promoted men's 
footwear recently a good ad on 
men's winter weight shoes would 
be very timely, and of course 
you will want to give some 
space to women's style foot- 
wear, too. 


ELECTION DAY. Give it 

some recognition in your 
windows. An easy way is to 
change your display cards for 

day, using such pertinent 
ones as “Everybody Is Voting 
for These Values" and “Styles 
Like These Are the People's 
Choice”. Some special values 
might help to stimulate sales 
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house slippers for Christmas 
gifts. You mi also include 
party slippers in the sugges- 
tion. Some shoe stores are very 


4 
y 


—=—" CALENDAR 


For NOVEMBER 


9 IF you advertised men's 
footwear for today follow 
it up with a good window, with 
every pair plainly priced and 
some snappy display cards. If 
you have any close-outs get 
them out on tables for the day 
with strong price cards calling 
attention to the low prices and 
urge salesmen to push them. 









6 THIS is an important day, 

too, the day when you 
make your weekly check of 
stocks. As the Fall season wanes 
use the check to make sure you 
are clearing out any highly- 
styled members that you do not 
think will sell during the Win- 
ter months. Watch for hosiery 
“outs” too. 





TODAY instruct all sales- 

people to tell all custom- 
ers that you are having a spe- 
cial day season selling 
of house slippers for gifts. You 
do not need to cut your prices 
but you can offer to hold pur- 
chases for December |5th de- 
livery. Hf everybody pushes this 
idea you'll sell some house 


slippers! 


13 IF you have been follow- 
ing our various sugges- 
tions to promote house slippers 
you had better observe care- 
fully the results of your weekly 
check of stocks today to see if 
reorders are necessary. Are 
you gradually cutting down on 
numbers you want to dispose of 
before December? If not, put 
on more selling pressure. 






4 CHANGE all your win- 

dows today, and it might 
be wise to change the back- 
ground panels, too, if they have 
not been changed lately. Your 
window schedule probably calls 
for a good display of women's 
style footwear with possibly 
some space assigned to men's 
and children's shoes and ho- 
siery. 


7 ARE you planning any 

special holiday trim for 
your windows and interior? |f 
so now is the time to order it, 
or to prepare it. It need not 
be elaborate, but there should 
be something to give the holi- 
day atmosphere to your store. 
What special holiday lines are 
you going to add? 





11 CONSULT your window 
schedule for lines to be 
featured and make the neces- 
sary changes. If any displays 
are to be continued from last 
week rearrange them and 
change the display cards to 
give them a new appearance. 
Are you placing price cards on 
every item in your windows? 






14 HAVE you been using 
the “Barrels of Shoes" 
idea sponsored by the Boot and 
Shoe Recorder? If not, why 
not start now? As the holiday 
season approaches folks ore in 
@ more generous mood. Get 
after charitable organizctions 
that give shoes for Chri:tmes 
gifts and try to get the busi- 
ness. 
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15 WHY not head up to- 

day's ad, “Are You 
Going Home for Thanksgiv- 
ing? Then You'll Need New 
Shoes." Play up your newest 
and smartest women's footwear 
and give some space to chil- 
dren's and men's shoes, too. 
Hosiery should get a prominent 
play in this ad, too. Make it 
interesting! 





















9 AFTER you have made 

your weekly check of 
stocks today it is time for a 
“showdown.” If there are any 
numbers in stock as disclosed 
by today's count that you don't 
want to have on the shelves at 
January Clearance time you 
had better do something about 
















95 ONE week of November 

left. Make it a good one. 

Hf you're planning to put in your 

backgrounds and win- 

dow trim for week-end selling 

can continue last week's 

for a few days, but do 

something to make them look a 

little different. Change all 
cards. 
























November is the Month that Marks the Peak in 
Fali Selling and Promotion. 
Games, Houseparties, Campus Activities, Thanks- 
giving and Early Christmas Shopping, it Is a Month 
of Endless Opportunities for Profitable Promotion. 
With Intelligent Planning, this Month May Well 
Surpass Other November Records. You Can Make 
it a Profitable One by Displaying, in Store and in 
Windows, Fall Styles in Shoes and Accessories. 


1 USE the same theme on 

display cards in your win- 
dows that you in yester- 
day's ad. For today's promo- 
tion item use your best selling 
numbers in women's silk hose. 
Feature it in the windows and 
on a table inside the door. Have 
salesmen mention it to every 
customer. 


9 THANKSGIVING. At 

least it will be Thanks- 
giving in most states that have 
observed the President's procla- 
mation and presumably it will 
be in yours. Enjoy a day's vaca- 
tion before you swing into the 
busy holiday season. 


9 6 YOU will want some sort 

of a holiday mailing to 
go out to your customer list this 
week-end, so you had better 
plan it and prepare it now. A 
broadside or folder will prob- 
ably serve your purpose best, 
and if you include a letter it 
will make it more effective. 


30 YOU should end your 
month with a banner 
day, for this will be the first big 
day of the holiday shopping 
season. Take one last k 
around, the first thing this morn- 
ing to make sure your window 
and interior displays are as 
—_ as you can possibly make 
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1 YOUR window schedule 

for November will tell 
you which lines are to have 
space when you change your 
windows today, but there's only 
one theme to use in your casual 
decorations and on your display 
cards and that is “Thanksgiv- 
ing.” Here's your chance to 
create some really attractive 
windows that will selll 


9 ALTHOUGH most stores 

will not really swing into 
the holiday season until next 
week you can get a touch of 
holiday atmosphere into to- 
day's ad, by heading “Sugges- 
tions For Those Who Want To 
Be Ahead Of The Christmas 
Rush!" With that heading you 
have plenty of latitude for 
whatever you want to adver- 
tise. 


97 USE your weekly stock 
check today to make 
sure that you are ready for the 
holiday season, with adequate 
stocks of all the numbers and 
all the sizes and colors, on 
which you expect to do the bulk 
of your holiday business. Check 
all goods that are on order. 








19 THIS would be a good 

time for a mailing on 
children's shoes. A really good 
letter, pointing out the impor- 
tance of strong sturdy shoes for 
Winter, and emphasizing the 
values in your line will bring in 
some business later in the week. 
Make your letter casual, friend- 
ly—just as you would talk to a 
customer. 





93 Provide every salesper- 
son with the list of num- 
bers you made up after Wed- 
nesday's stock check and tell 
them you want to “clean house" 
on these numbers today if pos- 
sible. See that they try to in- 
terest every customer in some- 
thing on the list and you'll get 
results! 





9 ~ YOUR holiday mailing 
should be placed in the 
mails today so that customers 
will receive it on Friday. This 
is the day, too, to go over your 
plans for December selling and 
make sure that nothing has been 
overlooked that will help to 
make it a big volume month. 
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OUTLOOK 


WE often learn more from our chance experiences 
than we do from our regular routine of life. When the 
Boot snp SHoe Recorder started the campaign 
“Barrels of Shoes for War Refugees” in the early days 
of August, we little thought how many things would 
come out of that experience. On the surface it looked 
like one of those long chances—that the shoes would 
never get there anyway and that it was simply whistling 
up the wind with another one of those “promotion 
ideas.” 

Well, the thing turned out to be bigger than anyone 
expected. Bigger and better and more gloriously 
humanitarian; and thanks are here expressed to the 
men of the shoe industry who, then and now, walked 
down this sympathetic path, bringing foot warmth and 
health to thousands and thousands of men, women and 
children who are going through a suffering that, by the 
grace of God, may we never, never know. 

Since the early days of August, every ship going to 
England that has carried merchandise, has had within 
it barrels of shoes for war refugees who would be 
shivering in their boots if it were not for that speedy 
relief that came and is coming to get some of the chill 
out of foul existence in an underground shelter. 

The American public has certainly responded with 
its cast-off shoes and rubbers and the surprising thing 
is that we have had shipments from comparatively 
small towns of ten or more barrels of shoes from a 
single store—an unbelievable indication of the reserve 
stocks of shoes on shelves and in closets in homes every- 
where. That’s the frightening thing about it all. 

By this voluntary campaign of collecting shoes for 
war refugees, merchants have found some truths about 
shoe fitting and shoe wearing that are astounding. For 
example, one merchant found in his barrel five pairs 
of shoes in fairly good condition. The wearer must 
have been a fairly heavy person and to get the relief of 
that full, round toe of a flexible shank shoe, had to 
improvise a bit and had evidently put in heavy steel 
removable arch supports—because one pair was still 
left in the shoes. A whole collection of fitting experi- 
ences came out when the entire staff of the store held a 
post-mortem on a single barrel of shoes, prior to wrap- 
ping and bundling for export. Maybe this is only a 
side issue and not worthy of comment in the light of 
what we are going to say. 


No Artiele So Hoarded 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Beware of the consequences of indifference! Have 
we reached a stage in American life when shoes are 
being taken for granted—because, if dozens of barrels 
can be filled up with shoes out of family closets, that 
only in rare cases are worn through, then we have over 
the heads of shoe retailing a sword that could easily 
cut off sales and income. 

It is almost unbelievable—the number of shoes pos- 
sessed by American families. If a buyer’s strike should 
happen, there are very few businesses in this country 
that could weather the length of time represented by 
wearable-hours in the shoes in family reserves. Not 
that we expect it in any way—because America is on 
the up-grade and we know that our people, when they 
have money, will spend. But this is a point that’s of 
terrific importance. This Fall shoes have been taken 
for granted. They have not been definitely and out- 
wardly wantable. In other words, the public hasn’t been 
shoe-money conscious, and could very well get along 
with what it had, and perhaps bought something else 
in preference. 

We know we are speaking in generalities; but we 
are trying to make some explanation for the passive 
tone of the public as regards purchasing of shoes. This 
falling-off of sales has been noted almost nationally as 
a strange behaviorism during the month of October. |! 
has even developed a lethargy towards the selling season 
represented by the last eight weeks of the calendar 
year. The salesman sitting on the hot-seat of the fitting 
stool, has great difficulty in explaining to his boss wh) 
the customer walks out—but there is no explanation 
for staleness on the part of store-keepers. 

We all know there is inherent interest in current 
shoes to justify purchase, from the viewpoint of the 
merchant and salesman. But what about the public’ 
We must never let the public get into the position 0f 
taking shoes for granted and letting interest in then 
drift into the subconscious. We must constantly ma! e 
the public aware and conscious of shoes as sweet fashivn 
necessities—utility expected, good fit, too—price and 
quality to suit. 
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Here isa 
$25,000,000 


ecustomereece 


willing fo go on your hooks! 


Next Sunday morning, you will get an inspiration for the betterment of your business by 
observing how many children attend church wearing every-day types of shoes. You will 
realize that tremendous extra-pairage of young girls’ footwear has been missed . . . 


and now accounted for . . . by your let-down of juniors’ style shoes. 


No doubt will linger in your mind that you need to promote party and Sunday 
shoes of black patent for youngsters. Emphasis on the year-round versatility 
of patent leather shoes for juniors and the indispensable need of every 
young miss for dressy footwear will build considerable extra volume 

and profits. 


Show more styles in patent leather for children. Order Seton 
patent in those shoes so that mothers will be well satisfied 
with the good looks and the wearing quality of the leather. 
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er wer ee 


§ popular note for Spring, is a 
business magnet for you in shoes of 


YG (Miwed Cretan Calf 


Two-tones are headed for their biggest 
season ever. We suggest that you can 
head in the same direction, by featur- 
ing this famous vegetable tannage. 


Offered in a wide selection of harmo- 
nizing colors, Cretan Calf is a “natural” 
for shoes like the one shown (using 
colors 29 and 13.) Notice, too, how well 
it takes the fine pinking now so pupular. 


Like Norwegian and Eskimo Calf,Cretan 
is soft as velvet at the first wearing 
and ever after, despite sun and rain 
... Never guilty of pinching (humidity 
changes cause it to expand and con- 


Norwegian Calf 
hand-boarded grain 


Cretan Calf 
smooth but not glazed 


Eskimo Calf 


water-resistant 
— 


* * 
* » 


tract only a fraction as much as ordi- 
nary leathers.) . . . No free acid to affect 
sensitive feet. 


For more business on two-tones — and 
most other types of shoes — business 
that repeats, feature the Gallun num- 
bers offered by leadin 
manufacturers. A. F 

Gallun & Sons Corpora- 

tion, Milwaukee, Wis. 
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“The Name Is Tomorrow-Man” 


“It means a young fellow who sits 
behind a medium-sized desk . . . who 
still works behind a counter . . . who 
still doesn’t have a private office with 
the word ‘President’ on the door. 

“But he’s apt to have this office and 
this title some day . . . and not alto- 
gether by luck or accident. 

“Oddly enough, one of the reasons 
that such things do come about are 
that the boy has a lot on the ball, and 
the second is that he has sense enough 
to wear the kind of clothes that make 
him look as bright as he is.” 

This quotation from a recent news- 
paper ad of -Wallachs, New York 
clothing store, warrants the consider- 
ation of the shoe retailer. 

Young men in cities today are more 
clothes conscious than their Dads. Not 
only do they like to dress well because 
others do, but also they have found 
that it is often an asset in business to 
dress well. And if young men will 
pay good money for suits it is up to 
us in the shoe business to impress 
them with the need for good quality 
shoes to match the rest of their ap- 


parel. 
* * *# 


“Style Telegraph” 
There’s a huge telegram—four feet 
across—set up in the window of the 
Thom McAn store on 34th Street, 
New York City. The message reads: 


TO SMARTLY DRESSED WOMEN 
EVERYWHERE 

TOES ARE OPEN ... STOP... 
HEELS ARE FASCINATING . 
STOP .. . SQUARE TOES MAKE 
A SIZE 8 LOOK LIKE A6... 
STOP ... COLOR GOES TO YOUR 
FEET. 

THOM McAN 


This style aid to Fall buying is 
mounted on a gold painted back- 


A Boot and Shoe Recorder Department 
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by JOHN F. W. ANDERSON 





ground and six-foot high, gold-painted 
telegraph poles and wires stretch 
across the window display. It’s new, 
it’s eye-catching, it’s shoe selling. 
- * * 
A Display of Prominence 


Many a shoe department is spoiled 
by ugly posts down the center, but 
many a department has converted an 
ugly post -into a valuable shoe dis- 
play. Here is an example of the lat- 
ter in the basement shoe department 
of Gimbel’s department store in New 
York City. 

Display boxes about three feet 
across have been built around the 
posts. The boxes are recessed about 
six inches, painted a bright yellow, 
and support three rows of shoes on 
parallel bars. 





MARSHALL FIELD & COMPANY 
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+ 
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F en It's smart to look casual, 
é smart ro fee! comfortable 


we FLATS 


JA 


Neat black suedes with aice walled tors for wriggling 
Ee at walking. 
These are two favorite styles from our increasingly 
popular of Staccatoe Flats. 
Staccatee Shoe Room 
Fifth Floor, North, Wabash 
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tingle of the cash register. 







Shoe Selling Primer 


“Salespeople are not employed pri- 
marily to make money for the firm, or 
even to earn their own living. Their 
real business is to see that what is 
done in the few moments during 
which the customer is before them is 
done in the manner most satisfactory 
to the customer. For if the customer 
is satisfied with the sale in every way, 
the firm will make money and the 
salespeople will make their living. 
But if the sale is not carried on in a 
satisfactory manner, the firm will 
soon become bankrupt and the sales- 
people will lose their positions.” 
W. W. Charters. 


* * 


Profits on the Upswing 


Manager R. T. Smith of Chandler’s 
Shoe Store in Kansas City, Missouri, 
is justly proud of the success record 
of his store in trading up their cus- 
tomers from their lowest price range 
to the highest in two years time. 

Chandler’s handles only women’s 
shoes in two price ranges: $3.95 and 
$4.98. Two years ago 70 per cent of 
their customers bought only the lower 
priced shoes. Today, 75 per cent of 
the firm’s sales are at the higher price 
The firm has not increased its ad 
vertising in this time and the only dif 
ference in their window display is tha! 
they show more of the upper price: 
grade. 

According to Mr. Smith, the rea 
difference lies in the fact that an en 
ployee enthusiasm has been develope‘! 
for selling the better shoes throug): 
more planned selling effort and this 
has been done without any change i1 
the salesmen’s commission set-u). 
Rather there has been a consister' 
educational plan of employee training 
which shows and proves that the cu-- 
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BEST IDEA OF THE WEEK 
JUST FOR THE FUN OF IT! 
( Walk-Over Shoe Store, 548 Fifth Ave., New York) 


O. P. Ideator—*What’s coming over the Walk-Over 
Store. Are those watches I noticed hanging in your 
window?” 


Mr. C. F. Perpeet—“Not watches, but pedometers to 
tell how faf you walk.” 


O. P. Ideator—‘Are you selling them?” 


Mr. Perpeet—‘“Not selling them but loaning them 
to anyone that walks into the store in answer to our 
invitation in the window and asks to borrow a 
pedometer to see how far they walk in a day.” 


O. P. Ideator—*“That’s very nice of you but has it 
been an asset to your business?” 


Mr. Perpeet—“Decidedly so. We believe that if we 
can show people how far they walk in a day they will 
become decidedly foot conscious. If we can prove to 
a person that he walks considerably further in a day 
than he actually suspects, he will see the need to wear 
good shoes. 

“When somebody walks into our store and inquires 
about the window sign, we suggest that they borrow a 
pedometer ‘Just For The Fun Of It’ to check their 
mileage. When they return the pedometer, we ask the 
man or woman how they liked the idea, what business 


they are in, and how far they walked in the day. In 
almost all cases the person has been surprised to find 
that they walked further than they actually fancied. 
Of course, that is the cue for us to emphasize the 
‘walkability’ of our shoes.” 


O. P. Ideator—*How has the idea worked out in 
practice?” 


Mr. Perpeet—“It has been decidedly successful. We 
have about 25 pedometers out right now and we believe 
that the promotion has brought us extra business. We 
have seen a number of new faces in our store and 
many have inquired about our pedometers. 

“Some have bought our shoes when they returned 
the pedometer, some new customers have bought our 
shoes and then asked to borrow a pedometer, and the 
general interest in the campaign promotes the good- 
will of our store. We have been running the promo- 
tion for two weeks, we are going to take it out now 
and try it in another one of our stores, but you can be 
sure that it will be back here again at a future date.” 


O. P. Ideator—“As a matter of fact, I'd like to bor- 
row one of those gadgets myself one of these days to 
see how many miles I cover in a day running around 
to shoe stores.” 











tomer gets a great deal more for her 
money in the better grade. 

It follows that once the salesman 
has been enthused with these quality 
selling points, he will pass them on to 
the customer. Although style is an 
important factor in this program, Mr. 
Smith says, it is the practical points 
that really trade up the sale of shoes. 
What customers are really buying are: 
LONG WEAR, FOOT EASE, BET- 
TER WORKMANSHIP, BETTER 
MATERIALS, AND A LONGER AT- 
TRACTIVE APPEARANCE. 

Chandler’s records show that once a 
customer has been sold on the ad- 
vantages of wearing better shoes, she 
is more easily induced to buy more 
than one pair at a time. The sales- 
men particularly stress the advisabili- 
ty of resting shoes between wearings. 

Chandler’s put this program into ef- 
fect with short regular sales meetings 
and through a program of constantly 
purchasing a few more shoes each 
time of the higher priced grade. 


* * 


Collection Letter 


_ Here is another collection letter 

at owes its effectiveness to the fact 
‘that it is short, simple and directly 
to the point: 


_ “You haven’t paid your September 


>~ 


account with us. Now it is long past 
due and we feel that further delay 
will breed misunderstanding and loss 
of confidence. 

“We have always thought enough 
of you in the past to extend you 
liberal credit. You have been a good 
customer of ours and we do not wish 
to lose your patronage. 

“We hope that the delay in remit- 
tance had been due to an oversight on 
your part and that you will sit down 
right now, write us a check for $. . 
and send it to us in the next mail.” 


* + 


Quick Change Artists 


Buyer Sidney Persons of the men’s 
shoe department at Kennington’s, in 
Jackson, Mississippi, believes that spe- 
cial services to particular customers 
is the greatest asset a store can have 
to bring custumers back and back 
again. 

A “quick heel change service” is 
typical of the extra services that Ken- 
nington’s has develeped. 

“We often find that the customer 
who likes rubber heels won’t buy a 
pair of shoes unless they are so 
equipped. We have arrangements to 
give him rubber heels in a few mo- 
ments if the model we show him hap- 
pens to be fitted with leather heels. The 


customer who demands leather heels 
on his shoes is likewise quickly ac- 
commodated. We do this without 
charge and on short notice to the cus- 
tomer’s surprise.” 

When such a request is made, the 
shoes are sent immediately to the Ken- 
nington shoe repair department in the 
basement. Here the heels are quickly 
changed by an expert repair man. The 
new heels are neatly burnished down 
so that it is impossible to detect any 
change from the standard factory 
equipped model. The store usually 
asks a half day for this service, but if 
the customer is in a hurry, it is done 
while he waits—in ten or twelve min- 
utes. Result—a pleased, satisfied cus- 
tomer. 

» * * 


A Perfect Match 


Down at the John Ward Shoe Store, 
New Street, New York City, they are 
not only selling the latest shoe styles 
in their window, but they are trying 
to educate the buying public in the 
matter of appropriate dress. Four or 
five large swatches of men’s suiting 
are displayed with each distinctive 
style of shoe—it’s a service to the 
customer to tell them what type of 
shoe is most appropriately worn with 
each type of suit—or vice versa. 
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Sales of Independent Shoe Stores 


September, 1940 


Department of Commerce, Bureau of the Census Current Statistical Service 


Dollar Sales— 
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New Hampshire ........... 


Rhode Island .............. ° 


Number Per Cent Change 
of ” AW ~ -———Cumulative Sales——- 
Firms Sept.,’40 Sept.,’40 Per 
Report- vs. vs. September, September, August, Cent 9 Months, 9 Months 
States by Reyions ing Sept.,’39 <Aug.,’40 1940 1939 1940 Change 1940 1939 
ME bebe-tws sews de ecee 489 — 3.5 +16.9 $2,933,576 ° $3,038,546 $2,530,281 +13 $22,456,211 $22,162.81 
New England ............... 49 6.0 4+-11.2 259,229 275,730 233,102 +11 2,159,556 2.136,02 
SN DvGteevactackovess se ° cio pees ABeeee dieshe + > 52 eee ee pease see 
* 


+126 120,545 124,821 












107,085 +0.3 1,008,948 1,005.53 





















































Connecticut ............... Pr OS RE > ne de oo a A ee es ae oe ee ee er 
Middle Atlantic ............. 56 4.4 +17.7 398,612 416,969 $38,775 +1.9 3,235,136 3,173.5 
CEE ined kakes 0.< 4d nr o et? -Sebsh ,. * odentan 0 t- Festal) 3) Sees oe ae Be 
i hee Kp - 4.4 398,612 416,969 338,775 +19 3,235,136 8,173,52 
East North Central .......... 113 — 49 +20.1 861,175 905,170 716,938 +1.2 6,677,279 6,598.22: 
ah OR ae ana See 36 — 42 +19.7 461,145 481,451 385,225 +1.4 3,577,975 3,529,042 
CE dead iti cededode s 17 + 0.1 + 24.0 84,100 84,047 67,800 +2.1 591,149 578,34 
i Atsead enh cécvescone 22 - 3.6 +22.2 105,276 109,168 86,162 +1.2 824,053 813,90 
I ls Age dee wns conus 21 - 1.7 +24.6 124,861 135,309 100,184 +0.2 982,735 981,040 
EDD avn aida eh tGww 90d <0 5 17 — 9.9 +10.6 85,793 95,195 77,567 +0.9 701,367 695,39 
West North Central ......... 49 11.2 +16.2 144,898 163,156 124,677 —1.1 1,183,392 1.196,6 
I. bhacvede'daceetaced - vet, 6 wees (St 0 ieee 4,43! eaheale ie sade - 
Dn dbebadelde chs <eveceoes 24 14.3 +12.2 83,492 97,472 74,418 +0.2 697,309 696,°29 
Aas bin 6% hd oie eee 16 6.2 +23.6 41,663 44,427 33,698 —8. 328,902 339,502 
I SG oti Gs A ce eg he pee eee. . 





South Dakota ............. 












South Atlantic .............. 
INE Seen ce daccas encore 
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722,566 
90,402 100,134 
51,122 55,769 

581,042 


St. Louis, Missouri ......... . Ble Mess: : 4 Pt TS et 
San Francisco, Calif. ........ 11 + 05 4.6 227,370 226,257 
Seattle, Washington ......... ° oul coee P28 OR. pee Sh! > ow eee 






238.344 +0.2 1,791,799 1,788,177 















694,479 +1.9 5,236,176 
85,350 +1.7 692,757 681.033 
45,654 +0.5 341,253 339.567 
563,475 +2.1 4,202,166 











* Insufficient data. ** Withheld to avoid disclosure. No data. 
















Packer Hides and 
Skins Declined in 1939 

WASHINGTON, D. C.—Hides, skins, 
and pelts produced by wholesale meat 
packers and custom slaughter houses in 
1939 had a total value of $94,497,898, 
compared with $123,319,328 in 1937, a 
decline of 23.4 per cent, according to a 
preliminary report on the Census of 
Manufactures for 1939. 

In addition, they turned out in 1939 
pickled sheepskins and lambskins with 
a value of $3,409,019, against a 1937 
total of $6,569,709. These skins num- 








bered 10,445,201 in 1939, with a pound- 
age of 25,035,084, compared with 12,- 
588,224 skins in 1937, weighing 31,126,- 
811 pounds. 

Production of hides, skins, and pelts 
was divided as follows: 

Cured cattle hides, 10.486.348 in 
1939, valued at $56,758,179, compared 
with 11,321,713 in 1937, valued at $75,- 
509,429; uncured cattle hides, 1,571,345 
in 1939 against 1,235,397 in 1937. with 
en increase in value from $6,267,685 to 
$7,213,496; cured calfskins declined in 
number from 5,518,959 to 4,470,322, 
and in value from $13,476,290 to $10,- 








156 8°3: uncured calfskins numbered 
958,734 in 1939 against 881,012 in 137, 
with value declining from $1,812.563 
to $1,729,861; cured sheep and lamb 
pelts 11,166,297 in 1939 against !2,- 
027,197 in 1937, with va'ue dropping 
from $20,754,760 to $13,411,313; the 
number of uncured sheep and |:»mb 
pelts increased from 2,904,475 to 3,{26,- 
815, but their value fell from $5,°'8,- 
838 to $4,990,684. 

Other hides and skins, cured and un- 
cured, numbered 351,618 in 1939, com- 
pared with 166,148 in 1937, with an 
increase in value of $57,819. 
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REE walking action is desired by all 

women in the more active days ahead. 
Women are demanding the utmost comfort, 
natural freedom and a carefree character 
to their footwear; and they can get it best 
in shoes that function freely. 


Merchants make money when they capture 
the attention of their customers with some 
new idea that has in back of it the test of 
merit of being intensely practical. 


The growth and development of 
TRI-BALANCE in the period of eighteen 
months since its inception, has demon- 
strated its customer appeal, as well as its 
profit appeal. 

You owe it to your business to study the 
possibilities of TRI-BALANCE to make 
new customers and hold them perma- 
nently. 


You owe it to your business to MAKE 
ROOM IN YOUR STORE FOR THE 


W. B. COON COMPANY . 


47 West 34th St.. New York City 


TRI-BALANCE IDEA; and the amazing 
thing is that you can start with thirty-six 
pairs of shoes because you are backed up 
by our in-stock interest in every sale you 
make. When you buy shoes for $6.25 and 
sell them at $11.50 or more, “you're in the 
money” and your salesmen have a new 
pride in their records of service to cus- 
tomers. 


Start a TRI-BALANCE department or sec- 
tion now and learn how the FREE TREAD 
WAY leads to more customers, and more 
profits. 


% TRI-BALANCE FOUNDATION is an 
accurate method of controlled fitting 
through an insole with three stabilizing 
grips that gently hold the foot in a 
steady _positi with movement, 


displacement or friction. 





37 CANAL STREET, ROCHESTER, N. Y. 
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}. Light edge evening shoes 

2. Regular tailored dress shoes 

3. Rugged Spectator Sport types 
4. Beadwelts 


Time and Style wait for no man. The 


5. Platform soles 


LITTLEWAY and UCO LOCKSTITCH 6. Wedgies 


7. Wedgies, with fairstitch effects 
processes are ADAPTABLE to the 
8. Moulded rubber soles 


hourly changes in footwear fashions. 9. Fairstitch rubber sole types 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Sell Rubbers Early 


[CONTINUED FROM PAGE 15] 


over the entire vamp and are fastened, 
sandal-like, with a rubber strap around 
the heel. 

The way all this one-girl parade of 
style is translated into actual sales is 
so simple that one wonder why it has 
never been tried before. It’s one of 
those obvious things—so obvious that 
no one ever thought of it. 

Thayer McNeil salesmen have been 
instructed, when fitting a customer to 
shoes, to attract the attention of the 
salesgirl-model as the shoe sale reaches 
its final stage. She saunters over, is 
introduced by the salesman to the cus- 
tomer and another sale grows where 
there was only one before—in a sur- 
prisingly large number of cases, and 
even though the sun is shining and the 
mercury in the thermometer makes one 
think more of swimming than of pro- 
tection against snow and cold. 

As Mr. Dahl remarks: “She is en- 
gaged in dramatizing the prosaic; and 
does not confine herself to the type of 
protective footwear she has on her feet 
at the time. If the customer has bought 
dress footwear, she is shown the type 
of rubber or pull-over most apt to be 
needed with the new shoes. If she is a 
college girl, she is shown campus types 
—the zipper rubber boots, or boots 
without zippers, thousands of pairs of 
which are expected to bob up all over 
the northern part of the United States 


in college towns and even on the feet 
of high school girls who ape their older 
sisters. There is a large variety and 
it is seldom that a shoe customer de- 
parts without buying or having been 
definitely interested in one of the many 
types which have been added to the 
Thayer McNeil stock.” 

That, however, is not the whole story 
of this unusual promotion. It was in- 
troduced to the newspaper-reading pub- 
lic by large-space advertising; and to 
the charge customers of the store, of 
whom there are many, by means of an 
attractive folder enclosed with the 
monthly statement. This folder, part 
of which is reproduced here, carried 
on its cover the wording: “Thayer Mc- 
Neil invites you to a style show of 
blustery weather footwear.” On the 
back page is an order blank designed 
to bring in sales on approval, either 
charge or C. O. D. The inside of the 
folder illustrates a number of types 
which, although not all inclusive, 
nevertheless is sufficiently large to 
make possible an intelligent selection. 

And to make it 100 per cent fool- 
proof this promotion includes six prizes 
for retail salesmen who achieve the 
highest increase in net sales during the 
month of October—a first and second 
prize for each one of the store’s three 
departments. 





Recorder Store Plans Holiday Windows 


[CONTINUED FROM PAGE 20] 


This Summer several! stores used the 
idea of the suitcase with the transpar- 
ent front to show travel shoes. The 
same idea is adaptable to the large gift 
boxes suggested in our other window 
display sketch. Insets of pliofilm or 
other non-inflammable transparent ma- 
terial are used in the sides of the boxes 
that are toward the front of the win- 
dow. Merchandise is displayed inside 
the boxes, which are covered and tied 
in the usual manner. For an in-store 
tieup showcases could be covered and 
handled the same way, letting the front 
glass take the place of the pliofilm, or 
other transparent material. 

To supplement the paper design of 
your own holiday packages, that you 
would probably want to repeat in the 
decorations, some of the metallic and 
sheen papers available are marvelously 
colorful arid effective. They sell in 
quantities of 50 sheets or more, each 
sheet being 20x26 inches. Quantities 
may be had in continuous roll, instead 
of cut sheets, if desired. They issue a 
sample book of 127 Christmas papers. 
The reason this is mentioned particu- 
larly is that decorative papers are being 
wed so extensively in present display 
work. Some attractive papers are also 
available among the wall papers. 


In a previous article we mentioned 
using records of Christmas carols in 
the store, played softly. It’s a good 
idea to have a P.A. system to carry the 
carols softly to the street in the im- 
mediate front of your store. This was 
an important part of those famous bell 
windows at Lord and Taylor’s, and Mc- 
Creery used the idea well, also. The 
music should be so soft that at first 
one wonders if he is “hearing things.” 

While backgrounds should be colorful 
and well lighted, the RecorpEer Store 
believes that merchandise arrangement 
is very important, also that it should 
be arranged to be helpful to the person 
seeking suggestions, whether grouped 
by merchandise lines, or gifts for dif- 
ferent people on the list. A conglomera- 
tion of items will be carefully avoided, 
because the giftseeker is usually con- 
fused anyway and appreciates the 
orderly presentation of suggestions. 
Window displays may be heavy with- 
out being confusing. There will be price 
tickets, too, and in many cases other 
information that will help the cus- 
tomer to make selections more easily. 
We expect our displays to help do a 
selling job. 

While we're not equipped to handle 

[TURN TO PAGE 40, PLEASE] 











MEN WANTED 


There is an excellent oppor- 
tunity in the Health Spot or- 
ganization for experienced or- 
thopedic men who want to 
better themselves. 


Men who qualify are put in 
charge of exclusive Health Spot 
Shoe Shops which are operated 
according to sound practised 
methods of stock control, bud- 
get control and merchandising. 


It is easy to build up a steady, 
profitable volume by rendering 
a superior type of service that 
shoe wearers cannot get else- 
where. 


Health Spot Shoes, combined 
with good fitting and the proper 
understanding of customer 
problems, accomplish this for 
you. 


Are YOU 
the man 


we are 


looking 
for? 


If you have orthopedic shoe 
selling experience, a thorough 
knowledge of shoe fitting, a 
pleasing personality, are am- 
bitious and willing to work 
hard, you may be selected. 


Send today for an application 
blank! 


HEALTH SPOT SHOE SHOPS, Inc. 
Industrial Avenue 
DANVILLLE, ILLINOIS 
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ROLL CALL 
FOR OUR INDUSTRY... 































New 

Mustering Men, Materials and Merchandise Boe 
tract 

bo r 1 9 41 shoes, 

with, i 

bers o 

SHOEMAKING for a nation of 132,000,000 people is a tremendous undertaking. oe 

The diversity of supplies that go into shoes covers everything from the elastics and the mer m 

plastics to the threads and the tacks. And every animal that has a skin may find it- ding is 

self, eventually, on the road to shoes. =, igs 
turing 

The service of supplies, from far and near, merge at the assembly line, to give Shoe ar 

American men, women and children the greatest variety and satisfactions in footwear who ar 
chases 

of any place on the face of the globe. eerwhe 

manufac 

Well, it is important in times like these to call the roll of those leaders in the tiated ex 

field of supply so that the work of making shoes for a great people can continue with tracts f 

. _ ‘ : immedia 

speed and certainty. It is right and proper for these suppliers of parts that go into lished, 

the making of shoes, to make known the merits and services of their goods. where th 
and are 

Therefore, the Boot and Shoe Recorder will present on December 28th the Roll — 

Call of our Industry and we cordially invite every concern that plays a part in the “The 
assembly line of shoes to post a notice in our pages as to what they make and why it tracts in 

plays an important part in the shoemaking of 1941. It is as necessary to mobilize the b Ran 
e 





industries that supply a people as it is to prepare for the defense of those people. 







A clear, comprehensive presentation of all the ingredients that go into shoe+ 
worn by men, women and children is planned for the Big Annual Number of the Boot 
and Shoe Recorder’s timely issue at the beginning of the new year. It is thus made a 
register of the resources of each contributor and helpful to the progress, prosperity and 
prestige of our industry. 








ADVERTISING FORMS CLOSE DECEMBER 10th 
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THIS WEEK IN THE 


SHOE TRADE 
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Oppose “Negotiated” Army Shoe Contracts 





New England Manufacturers Interested in Army Shoe Pur- 
chases Favor Return to Open Competitive 
Bidding as Fairest Method 


Boston, Mass.—The negotiated con- 
tract method of buying army service 
shoes, now in use, should be done away 
with, in the opinion of interested mem- 
bers of the New England Shoe and 
Leather Association, which has issued 
a statement to the effect that the for- 
mer method of open, competitive bid- 
ding is far fairer. The formal state- 
ment of the association reads: 

“A canvass of those shoe manufac- 
turing members of the New England 
Shoe and Leather Association, Boston, 
who are interested in army shoe pur- 
chases indicates conclusively that the 
overwhelming majority of these shoe 
manufacturers are opposed to the nego- 
tiated contracts basis for awarding con- 
tracts for army shoes and favor an 
immediate return to the long-estab- 
lished, time-tested ‘open-bid’ method, 
where the low bidders are made public 
and are awarded the contracts in ac- 
cordance with legal requirements and 
in the public interest. 

“The awarding of army shoe con- 
tracts in the past 23 years since World 
War days, has been made on the com- 
petitive basis that the manufacturer 
with the lowest fair price receives the 
award, with never a word of criticism 
ora charge levied that the awards were 
issued unfairly or that certain manu- 
facturers were favored and others dis- 
ciminated against. During this same 
period, however, whenever an award 
was ‘negotiated,’ which in simple terms 
means that a manufacturer is asked to 
take a contract at his own price with 
00 previous public notice that these 
thoes were being purchased, there has 
been sharp resentment voiced by manu- 


facturers who were not called upon to 
bid on the proposed order and charges 
were made that the prices paid by the 
government were in excess of the pre- 
vailing market price. 

“It was the consensus of opinion of 
these manufacturers that the govern- 
ment’s present policy of purchasing 
shoes by negotiations rather than 
through public open-bids was an unde- 
sirable and objectionable one for the 
following reasons: 

“First, there is no evident necessity 
for the need of negotiated contracts, for 
unlike the shipbuilding, aircraft and 
munitions industries, the shoe industry 
can furnish Uncle Sam all the shoes he 
will need when he needs them, if the 
industry is advised in good time of his 
shoe requirements. 

“Second, shoes purchased by negotia- 
tion invariably cost more than the same 
shoes purchased on a public competi- 
tive basis through open bids. 

“Third, under negotiated contracts 
certain manufacturers can always 
claim with justice that they were not 
accorded the same opportunities as 
their competitors in sharing in the 
available business. 

“This criticism of the negotiated con- 
tracts as applied to shoes is made in a 
spirit of cooperation with all govern- 
ment agencies concerned with the pres- 
ent national defense program. It is 
also made in spirit of fair play. It is 
hoped that the proper officials will care- 
fully reconsider their original decision 
and will return to the only fair and 
proven method of purchasing army 
shoes—open bid contracts.” 


L. H. Hamel Named 
Chairman of Kid Group 


New York—L. H. Hamel, treasurer 
of L. H. Hamel Leather Company, 
Haverhill, Mass., occupies a command- 
ing position in the kid industry through 
his recent election as Chairman of the 
Kid Group of the Tanners’ Council of 





L. H. HAMEL 


America. His recommendations as 
Chairman were presented at the last 
meeting of the Tanners and called for 
a much more vigorous program on kid- 
skin in 1941. 

Mr. Hamel and his brother, Arthur 
A., will celebrate in March of next year, 
their twenty-fifth year in business; and 
indications point to 1940 being tops for 
the house of Hamel. 
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N. Y. Travelers Will 


Hold ‘Show Night’ 


New York—The Boot and Shoe Trav- 
elers Association of New York have 
planned a gala night for all shoe men 
who will be in the city during the 
Spring Openings, November 11-13, with 
a dinner, followed by entertainment, 
which will be held: in the Grand Ball- 
room of the Hotel Pennsylvania, Tues- 
day evening, November 12. 

The entertainment program will be 
in the nature of a revue of several acts 
which is promised to be outstanding to 
say the least. 

Festivities will begin at 7 p. m. and 
it is urged that all who plan to attend 
the affair will get their reservations in 
early as it is expected that several hun- 
dred will be present. Tickets are $6 a 
person and include everything on the 
evening’s program. 


400 Exhibitors for 


Boston Shoe Fair 


Boston, Mass.—The number of ex- 
hibitors who already have made res- 
ervations and will exhibit at the Bos- 
ton Shoe Fair, to be held December 
2 to 5 under the auspices of the New 
England Shoe and Leather Association. 
has reached a total of nearly 400, ac- 
cording to a statement issued by Max- 
well Field, manager of the fair. This 
includes more than 225 manufacturers 
of women’s--end-children’s shoes, 70 
men’s’ shoe manufacturers, and more 
than 100 companies in the allied in- 
dustries. All exhibits will be at the 
two official hotels, the Hotel Statler and 
the Parker House. 
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Rimini in Charge of 
Namm Department 


BrRooKLYN, N. Y.—Daniel Rimini has 
recently been appointed to take charge 
of the Physical Culture shoe depart- 
ment at Namm’s department store, 
here. 


DANIEL RIMINI 


Mr. Rimini is well experienced in the 
foot comfort field, for years having 
been associated with the Scholl Com- 
pany both in this country and abroad. 
From 1926 to 1930 he was with the 
Scholl Company in Europe, during the 
latter part of which time he was direc- 
tor of sales in Belgium. 





Sport Shoes Philippine Bound 


Summer is a 12-month season in such countries as the Philippines and shipments 
of sport shoes like this are a common sight at the Freeman factory at Beloit, Wis., 
even during the Winter months. Here, J. R. Banbury, in charge of exports, and 


A. Cc. 


Freeman, vice-president of the Freeman Shoe Corp., after ins 
shipment bound for the Islands, sit themselves atop the cases for a 


In 1935 he opened the first shop of 
the company in New York. 

During the next three years Mr. Ri- 
mini was with the Dunde Shoe Reshap-. 
ing Devices, Inc., and during the past 
14 months he was in charge of the cor- 
rective shoe department at Arnold Con- 
stable’s, in New York. 


Geo. E. Keith Co. 
Holds Sales Meeting 


Brockton, Mass.—Geo. E. Keith 
Company salesmen selling women’s 
Walk-Over shoes were given their first 
glimpse of the new Spring line on 
Thursday, Oct. 24. Company policies 
for Spring were outlined by president 
Harold C. Keith, who announced that 
prices will be somewhat more favorable. 

The company’s Camee line has been 
strengthened for Spring and the cus- 
tom grade line is more complete than 
ever before, according to company of- 
ficials. 

The session was in charge of Charles 
H. Caldwell, women’s shoe designer, 
and featured showing of the new shoes 
on models, some points on shoemaking, 
and a summary of the new styles from 
the retailer’s viewpoint. Miss Eleanor 
Scully of Vogue, presented the Spring 
style picture as seen by a fashion edi- 
tor. Jean R. Keith introduced the new 
line of play shoes and gave the reason 
behind this line. The meetings con- 
tinued into the following week with va- 
rious heads of departments having 
their individual meetings with the men. 

As is natural, sports styles will play 
an important part in the Walk-Over 
presentation this Spring, and there are 
a number of new lasts and outstanding 
patterns which were admired by the 
sales force. The Cabana pattern, which 
has made shoemaking history during 
the last eight years, is being introduced 
in an entirely new garb. 

President Keith was optimistic in his 
remarks, pointing out the various fac- 
tors which seem to indicate improved 
business this next season. Keith com- 
pany executives who shared in the va- 
rious meetings are George H. Leach. 
executive vice-president; Harold W 
Copeland, sales manager; W. A. Mason, 
head of the In Stock Department; H. B. 
Whitcomb, C. R. Williams, A. I. Loheed, 
D. E. Alexander, advertising manager, 
and Harry M. Montgomery, vice-presi- 
dent of Ferry-Hanly Company, Walk- 
Over’s advertising counselor. 

The Walk-Over men’s line was shown 
to the salesmen and most of these men 
are already in their territories. 


Still on the Road 


HAVERHILL, Mass. — Lou Livingston, 
who travels the South and Soutlwest 
territories for the Unity Shoemakers 
Corp., this city, will continue to cover 
that section of the country for the firm. 
Mr. Livingston “pinch hits” in other 
territories as well. 
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Under the SUN... 
under the MOON 
...64 the MAZDAS 





SHOE FORM CO. Inc. 








riry Gable hi Frens 


BEAUTIFUL DISPLAY EFFECTS 
PLUS PERFECT FORMING 


The illustration above shows six of the many reasons 
why Fairy Ankle-Hi displays shoes so perfectly, so entic- 
ingly and so alluringly. This popular model is now avail- 
able in a range of styles, heel heights and colors that will 
meet every possible display requirement. 

Ankle-Hi Forms are made in Plain-Toe, Tu-Toe and 
Twinkle-Toe models—all available in six foot styles with 
either open or closed tops. Each style is made in six heel 
heights, two heel shapes and in four foot sizes. A lever 
adjustment on each form accommodates shoe widths from 
A to C. 

To these practical features of Ankle-Hi, must be added 
the exceptionally wide array of colors—six standard colors 
and special colors galore. Never before has such an amaz- 
ing combination of beauty, style, color, versatility and prac- 
ticality been built into a shoe display form—yet these fea- 
tures are yours at prices that make Ankle-Hi a must item. 


Write for new illustrated folder 
showing styles and colors 


PLAIN-TOE TU-TOE TWINKLE-TOE 





=e w+ 


AUBURN, N.Y. 
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Recorder Store Plans 
Holiday Windows 


[CONTINUED FROM PAGE 35] 


tricky motion effects in our windows, 
we will use several smail turntables 
because the motion catches the eye of 
the passing persen, and also directs at- 
tention to special merchandise. We said 
before that we would use pleniy of 
light, but we will avoid any trick light- 
ing that would be unpleasant for per- 
sons looking at displays. 

Monotony will be avoided by regular 
changing of the window, with special 
attention to the merchandise display ed, 
Even if the same things are shown t ey 
will be arranged differently, and sume 
new touch added. Most stores hav: a 
limited window audience. Those who 
have looked as they pass the first week, 
may only glance and pass on by as the 
impression of having seen the display 
is gained, so it is very important to vive 
your audience a new show often, to hold 
their interest and gain their attention 
when they are ready to buy. 

And here are some starters for show 
card writers: 

Gift slippers for lucky feet. 

Christmas from the masculine view 


point. 
The gift of understanding—shoe: 
Don’t merely give hosiery — give 


(store name) hosiery. 

Gifts that blend sentiment with com- 
mon sense. 

Does she dance? Give her evening 
slippers. 

Here’s a collection of sensible give- 
ables. 

Gifts priced to meet modest budge‘s 

Gifts that make Christmas last al! 
year. 

A thoughtful Santa never forgets 
new house slippers for the childre: 

No matter how giddy—no matter how 
prim, here are boudoir slippers for all 
your feminine friends. 

Man, oh man! The one safe answe! 
is HOSIERY. 

Smart women will choose these gifts 
for men—and uphold their reputation 
for smartness. 

For particular women seeking gifts 
for particular men. 

Happy hunting here—for men in 
search of RIGHT gifts for women 

For father, brother, hubby, uncle, 
cousin, friend—SLIPPERS. 

Gifis for good boys from 8 to 80 

Thought about Mother’s gift’? We 
have. 

You'll never put your foot in it by 
giving him slippers. 

A man will think well of these gifts 

Just what she wants—hosiery 

Thoughtful gifts and useful, tx 

Gift slippers cost little; their Christ- 
mas spirit lasts long. 

Utility wears a charming guis« when 
(store name) slippers are given 

To be a popular Santa Claus, give 
useful gifts this Christmas. 

Gifts to appeal to women of ¢iscrim- 


_ inating taste. 
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Quaint Colonial Shoemaker’s 


Shop in Williamsburg 


Williamsburg, Va., has been reconstructed to resemble 
its pre-Revolutionary status, and great care has been 
taken to have all buildings resemble as nearly as possible 
similar ones in colonial days, witness the above. This is 
the shop of the boot and shoe maker, and, evidenced by 
the sign over the door, there is a man making and mend- 
ing shoes in true colonial fashi The shop is painted 
white and is on the main thoroughfare of the town. 


Trends of Today 


MRS. ADELE SPRAGUE, buyer of bags and small 
leather goods, J. W. Robinson & Co., Los Angeles, 
doesn’t like to match a bag or glove directly with the 
pattern of the shoe, but tries to sell the customer the 
same leather with an unusual frame or catch. Black 
and more black is the western rage just now; red is 
always good there and brown is the runner-up. 


* * * 








Designer Bennett Jayne has been watching the low- 
heels on the runways of the recent important showings 
with a keen eye. He concludes that there is going to be 
a tremendous interest in all low-heeled types with par- 
ticular emphasis on soft shoes and casual types. 

* * - 

J. M. Perkins, fabric manufacturer, believes colorful 
hand-screened prints with variations of at least five 
colors on a white background will be the resort news 
in Wedge, play shoe and drape types. He doesn’t feel 

ithe patriotics belong on the feet if too accentuated. 
He is introducing a new fabric shortly—an elasticized 
: [TURN TO PAGE 43, PLEASE] 








FOR 
ACTIVE MEN 
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One of 122 smart styles 


| _ Consistently in Esquire, Time, Fortune 4 HIDDEN 


and The Christian Science Monitor, COMFORT 
those three words “For Active Men” FEATURES 
will start a story of vital importance 

to 1,477,929 men. It’s the story of 

Wright Arch Preserver Shoes... the 

smartly styled shoes with the four 

patented comfort features that give 

essential foot-health to America’s 

active men. It’s a hard-selling cam- 

paign for active men, in the leading 

publications for active men. 


The Wright Arch Preserver fran- 
chise is still available in some local- 


1. Patented Shank 


2. Metatarsal Raise 


ities. Write E.T. Wright & Co., Inc., 3. Flat Forepart 
Dept. BS-2, Rockland, Mass. 4. Correct Arch Fitting 


WRIGHT 


Arch Preserver 
SHOES 
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WHERE 
TO 
BUY 


Workshoes 





STEEL TOE 
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Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 


HOWELL i": 


New Hannahson Salesmen 


HAVERHILL, Mass.—Three new sales- 
men have joined the sales staff of Han- 
nahson’s, Inc., manufacturers of eve- 
ning sandals here. Al Levinson rep- 
resents the firm in New York State; 
Julius Weigert represents them in the 
state of Missouri; and Al Stockman 
carries the line in New York City, 
Brooklyn, Long Island, New Jersey and 
eastern Pennsylvania. All report a 
favorable response from the trade to 
their new lines. 

A new addition to the Hannahson 
line this season is an evening sandal 
with a flat heel. One model of this 
type has.a 6/8 heel of full - breasted 
Spring type, for the younger customer 
who is party-minded. Others have 12/8 
heels. Also featured are mesh sandals. 














E. P. Reed Names New 

Sales Manager and Style Man 
RocHester, N. Y. — Glenn E. Van 

Meter, well known to the shoe buyers 

throughout the United States, has been 


made general sales manager of E. P. 
Reed & Company of Rochester. 






















GLENN E. VAN METER 


Lester H. Reed, company president, 


~ announced Mr. Van Meter’s advance- 
*ment at the Reed sales conference on 


October 30. Praising Mr. Van Meter’s 
accomplishments, Mr. Reed emphasized 
that “Van had accepted the new re- 





JOHN P. BELL 


sponsibilities only with the understand- 
ing that he could still ‘keep out on the 
road’ ”—a plan with which company of- 
ficials were in hearty accord, Mr. Reed 
said. Mr. Van Meter will supervise 
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# THERE'S A Py 


“READY MADE" 
MARKET 


right in your town for Mrs. 
Day’s Ideals—the best 
known, largest selling line of 
little tot’s shoes on the mar- 
ket. Each week hundreds of 
children “graduate” from 
soft soles into the Flexible 
Walking Shoe sizes — right 
into your Juvenile Depart- 
ment, if you stock this line. 


MRS. DAY'S 
IDEAL BABY SHOE CO., 
DANVERS, MASS. 























WRITE FOR cararoc ) 





sales for the Matrix, Collegebred and 
Tyless lines. 

Coincident with the appointment of 
the new sales manager, the Reed com- 
pany also announced that John P. Bell, 
well known in the trade, would become 
fashion director for the three lines. 
Mr. Bell, like Mr. Van Meter, has been 
with the Reed people for over 15 years 
and has had an active part in the styl- 
ing and selling of Reed shoes. Mr. Bell, 
will continue to contact style centers 
and will be chairman of the company’s 
style committee. Mr. Bell, will also 
continue to travel his present territory. 

At the conference, W. D. F. Gibson, 
vice-president and director, under 
whom sales and styles have hitherto 
been directed, emphasized the close co- 
ordination necessary between the two 
and lauded the abilities of Messrs. Van 
Meter and Bell in their respective fields. 
Mr. Gibson will continue on the Board 
of Directors as vice-president but will, 
as he expressed it, “let these two go- 
getters go to it with a free rein.” 





Reading Store Modernized 


READING, Pa.—Wetherhold and Metz- 
ger, “The Store of Famous Shoes,” 
located at 642 Penn street, here, has 
had its “face lifted.” An entire new 
front has been installed in the store, 
giving it the modern touch. 

The store’s three departments, to, 
have been brightened by the touch of 
architects and artists. The first floor 
shoe department caters to “famous” 
shoes for men, women and children. 
The basement offers lower price: shoes 
and the hosiery department stockings 
and handbags. 





























come 
lines. 
been 
years 
styl- 
. Bell, 
nters 
yany’s 

also 
“itory. 
ibson, 
nder 
therto 
se co- 
e two 
Van 
fields. 
Board 
t will, 
yo go- 


BOOT anv SHOE RECORDER, November 2, 1940 


Trends of Today 


[CONTINUED FROM PAGE 41] 


mesh to be shown both for men’s and women’s shoes. It 
will make an open shoe fit well in both panel and tip 
and fox shoes. Made of three-ply, finely mercerized 
cotton interwoven with Lastex yarn in a range of colors 
including the copper and wheat shades which he expects 


to be even better as the season progresses. 
* * * 


W. Scott Laurie, stylist, thinks that elasticized gabar- 
dine will be an important style for high-style shoes with 
gabardine in the quarters and patent leather and calf 
in the vamps. Americana—including the Indian influ- 
ence of fringe, harness stitching and branding—is much 
in the picture. The soft goat-type leathers used on the 
coast include crush-type leathers suitable for elastization. 

- 7. * 

James Gosling, display manager of Franklin Simon’s, 
feels that a shoe display with only a few shoes doesn’t 
mean anything. He repeats a style in every window in 
accessory groupings of perfume, bag, gloves, handker- 
chief and shoes. A sale window should have a lot of 
shoes to give it impact, he thinks. When he promotes 
a color he shows just that one shade in a variety of 
styles. He dramatizes a new shoe so it becomes the 
center of attention in the accessory groupings. The 
spectacular windows of ice, one and a half tons in each 
window, tying up with the new show “It Happens on 
Ice,” is a case in point. Platforms keep the shoes on 
the mannikins from getting wet. The promotion em- 
phasizes the shoes and the glitter of massive jewelry. 


. e a 


Harry Drake, of the Holland-Racine Shoe Co., expects 
the brogue types of shoes in the darker shades to lead 
for men during the Fall and Winter months. Heavily 
perforated calfskins and Norwegian types of leather. 
Dark brown suedes are spotty. Browns will predomi- 
nate the color picture. Crepe soles will continue, but 
not be as thick while the bootmaker finish will lead in 
the $7 to $10 retail price class. 

Harry Salinger, of the Blum Manufacturing Co., 
Danville, expects electrified shearling D’Orsays and 
Seuffs to have prominent place in the slipper parade. 
Boots with electrified shearling collars, mules with 
colored fur collars to match, chenille scuffs with collars 
to match will all be important in black, blue, red, bur- 
gundy and white, lined with contrasting pastel shades. 


William Dahl, assistant advertising manager of 
Bloomingdale’s, places emphasis on price and a meticu- 
lous description of the shoe for their ads. He likes to 
pound on a major featured shoe, such as the nurses’ 
shoe at $1.98, showing a large drawing of the shoe and 

ating the ad different days for impact. Name 





ds are also pushed when a large purchase has been 
made and a resulting low price can be advertised. The 
tigin thing in shoe advertising is to see that the public | 
isconvinced that only good merchandise is sold. 


x 
* 
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Riding Shoes 


ere 










RIDING 
BOOTS 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 






Bowling Shoes 





—~™- 


PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 
$2.70 $2.45 











Huckskin Sole 

Rubber Teel 
BROOKS SHOE MFG. Co. 

Swanson & Ritner Sts.. Philadeiphis 








Step Up, Mr. Oestman 
And Get Your Money 


New York—Metropolitan Life In- 
surance Company’s Claim Division has 
informed Boot AND SHOE RECORDER 
that a check is due Fred Oestman, for- 
mer shoe salesman, covering the ma- 
tured value of his policy No. 2,414,146 
A. Anyone knowing the whereabouts 
of Mr. Oestman is requested to com- 
municate with Boot AND SHOE RE- 
CORDER, 100 East 42nd Street, New 
York. 

Mr. Oestman was born in New York 
in 1908 and worked as a stock clerk 
and later as a shoe salesman. 





Macon Retailers to 
Elect Officers 


Macon, Ga. — Plans for a Ladies’ 
Night were made at the October meet- 
ing of the Macon Shoe Retailers’ As- 
sociation. 

This event as well as the election of 
officers for the coming year will take 
place at the regular November meeting 
of the organization. 


J. W. Kantrow Joins Tupper 


New YorkK—Joseph W. Kantrow has 
recently joined Tupper, Inc., and is to 
have complete charge of the manufac- 
turing and styling. Mr. Kantrow comes 
with a background of quality shoemak- 
ing stretching back to the time when 
he organized the Premier Shoe Co. in 
1920. 
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AGAIN SLAJED FOR 
SENSATION4ML SALES 





































From Bass comes another boom 
for winter sales. The Tempo 
Boot is back again with changes 
that'll cause a porade of skier; 
te your door. 

The upper leather is now a sturdy imported 
stock .. . a high hitch counter has been odded 
to the heel, giving the wearer a choice of the 
regular or a higher hitch... and the wind- 
cround strap is wide and strong. Added to the 
regular Tempo feotures, these changes make the 
Tempo sure-fire for sales. Stock Bass Ski Boots for 
men and women today. Write for FREE catalog 
to G. H. Bass & Co., Dept. BS-5, Wilton, Maine. 
































JOSEPH W. KANTROW 


He is well-known to merchants and 
the trade in general as a quality man 
who understands the lines, designs and 
fittings of step-ins, pumps and the bet- 
ter types of play shoes. 

It is his belief “that Paris hasn’t 
been in the style picture, as far as 
shoes are concerned, for the past five 
years. Maybe it was due to her in- 
ternal troubles, manifested long before 
her collapse.” 





Road Men Visit Home Office 


NASHVILLE, TENN. — The K. B. S. 
Shoe Co., The Jarman Shoe Co., and 
The Richland-Davidson Shoe Co., all 
divisions of the General Shoe Corpora- 
tion, held their semi-annual sales con- 
ventions at Nashville the week of Oc- 
tober 21-25. In all, some 85 salesmen 
attended the three conventions. They 
were presided over by E. P. Bumpous, 
vice-president and sales promotion man- 
ager of the corporation. The men were 
in their territories with the new Spring 
samples by October 28. 





Shoe Club to Hold Affair 


New Yorx—The Shoe Club of New 
York is planning a dinner, dance and 
entertainment to be known as a “three- 
decker-surprise” for November 5. The 
affair will be held at the Hotel Mc- 
Alpin, and tickets, which are $5 per 
couple, are now on sale at club head- 
quarters in the hotel. Barney Kimless 
is chairman of the entertainment com- 
mittee. 





















Leather and Rubber Notes 


(From articles prepared for Foreign Commerce 
4 Weekly) 

The American Consulate at Curacao, 
D.W.I., reports that a fair market ex- 
ists for leather footwear in the medium 
and lower priced lines for both men and 
women, and competition in this market 
is not so strong as to preclude sales of 
newly-introduced lines. While this mar- 
ket does not afford as large an outlet 
as many other areas, it is reported that 
some steady business could be developed 
if the producer were well represented 
locally. 


























Canadian production of shoes during 
the first eight months of 1940 was the 
highest ever recorded for any similar 
period at 16,969,649 pairs. Increased 
requirements of military footwear re- 
sulted in a record output for 1939, and 
the continued demand during 1940 has 
been chiefly responsible for the high 
rate of production. More than 37 per 
cent of the 1940 production were men’s 
and boys’ shoes; 45 per cent were wo- 
men’s shoes, and the remainder were 
mostly misses’ and children’s footwear 
























United States exports of scrap rub- 
ber to Japan in the first 8 month: of 
1940 aggregated 23,806,000 pounds, 
valued at $520,320, compared with 
slightly more than 53,000,000 po: nds, 
valued at $765,000 for the entire ear 
of 1939. 
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Chicago Travelers 
Honor Three Members 


CuicaGo, ILL. — Special tribute and 
honor to several members of the Chi- 
cago Shoe Travelers Association was 
paid at a banquet meeting held October 
25 at the Morrison Hotel. Honored 
guests were Mortimer Marks, who is 
resigning from the shoe trade because 
he has been called to active duty as a 
first lieutenant with the United States 
Marines; H. L. (Pete) Ware, veteran 
member of the association, and Ralph 
Wolpe, who has rendered the organiza- 
tion many services in several branches 
of its activity. 

Norman N. Souther served as toast- 
master and introduced the speakers. 
Pete Ware was brought to the speaker’s 
table by a life-long friend, Walter 
Roose, sales manager of Daly Bros., 
Marion, Ind., and was presented with a 
portable radio. Urban K. Allen in- 
troduced Mr. Wolpe who was given a 
golf bag. When Lt. Marks was brought 
to the rostrum by his father, David 
Marks, to receive his gift of a pen and 
pencil set, the entire room was dark- 
ened, an American flag spotlighted, and 
the group sang the national anthem. 

More than 100 attended the meeting. 
Among the retailers present were A. 
Utzinger and William Heaton, of Mar- 
shall Field & Co.; J. Watson, of Carson 
Pirie Scott & Co., and Rube Metz, of 
Metz Shoes. Telegrams were also re- 
ceived from several retailers and manu- 
facturers. 


Quartermaster Depot 
Recalls Bid Invitations 


Boston, Mass.—The Boston Quarter- 
master Depot on Oct. 26 revoked invita- 
tions previously issued to bid by the 
negotiated-contract method on two lots 
of service shoes, totaling 392,472 pairs, 
for use by the Civilian Conservation 
Corps. It was announced officially that 





Feature New Leather 


The W. L. Douglas Shoe Company is 

using this little spot display in their 

store s as part of a nation-wide 

promotion of grained kid leather now 

being used in men’s shoes made by the 
Douglas firm. 


[45] 


invitations to bid on these under the 
previously-existing method of open com- 
petitive bidding would be issued. Bids 
will be opened Nov. 5. 

For several days there have been 
rumors in the shoe and leather district 
that the army might revert to open 
competitive bidding. At the Army Base, 
however, it was denied that any such 
change-over is in prospect at the 
present time. 

Types of Civilian Conservation Corps 
shoes covered in the Nov. 5 bidding 
will be what are known as “B” and 
“E”—196,236 pairs of each. 

On November 1, under the system 
of open competition, bids were opened 
here on two lots of arctic overshoes for 
the regular army. In the first lot is 
800,000 pairs of cloth-top arctics. The 
second lot is 300,000 pairs of rubber- 
topped arctics. This type of footwear 
has never been bought by the nego- 
tiated contract method. 


Jack Clayton with 
Weinbrenner 


MILWAUKEE, Wis.—Jack J. Clayton 
has recently resigned his position as 
buyer of men’s, women’s and children’s 
shoes at the Boston Store, here, to join 
the Weinbrenner Shoe Company, of 
Milwaukee, as special representative of 
the firm in Ohio. 





Mantfield 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
BY MASTER CRAFTSMEN ONLY 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 
$25 ARCH STREET 
PHILADELPHIA, PA. 

4 for 





! 
Why Not? Have Your Personal Accident 


and Health Insurance with. . 


EASTERN 
COMMERCIAL TRAVELERS 


Mutual Company ® No Agents © No Branch Offices 





MASSACHUSETTS CO., INC., 1894 





ACCIDENTAL 
DEATH 
$5,000- 
$10,000 


Estimated Anaval 





ACCIDENT POLICY PAYS; HEALTH POLICY PAYS 


DISABILITY 


WEEKLY $25.00 
Per Week 
$25.00- for Confining 


$50.00 Sickness 
Cost $15.00 | Estimated Annual Cost $18.00 


$10.00 
Per Week for 
Non-confining 








SEND THE 
COUPON 


TODA 








PAYS WHILE YOU ARE LAID UP 
PAYS FROM THE FIRST DAY OF DISABILITY 
45 YEARS OF UNFAILING SERVICE 


No Policy Is Cancelled, Rates Increased, or Benefits 
Reduced on Account of Any Agel 





| John S. Whittemore, Sec.-Treas. 

| Eastern Commercial Travelers 
80 Federal St., Boston 
Without obligation, please send complete 
information and application for membership 
to 
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we. Tax Men's Hi. 1.55 
1S Additional pate 
in Stock. reg. 
combination ee 
ASK fer cur New 
Me. 731X Catalogue Series ti! 
ARNOFF SHOE CO., 101 Duane Street, N.Y.C. 
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Infants' Footwear 














“WIGGLETOES" 

Reg. U. &. Patent Office 
Complete line juvenile footwear 
in stock. Write for catalog. 


WEITZMAN SHOE CO. 
NEWARK, NEW JERSEY 
N. Y. Showrooms — 1333 Broadway 











“There's big money in little shoes” 








Salesmen Meet in St. Louis 


St. Louis, Mo. — The Forest Park 
Shoe Co., specialty branch of the Brown 
Shoe Co., called its salesmen in to head- 
quarters October 23-25 for a semi- 
annual sales convention. Sales manager 
Roy Harston acted as general chair- 
man. The business sessions, held at the 
Hotel Coronado, were devoted to a care- 
ful study of new Spring lines and the 
new sales compaign. Frank Grindler 
presented the in-stock picture and 
Frank Cornwell presented the advertis- 
ing program on both the Trip-a-Long 
and Arch Science lines. Following is 
a list of the Forest Park salesmen and 
their respective territories: 

R. F. Schneider, Connecticut, Dela- 
ware, Washington, D. C., Maine, Mary- 
land, Massachusetts, New Hampshire, 
New Jersey, Rhode Island, Vermont, 
Eastern New York; L. A. Gerland, 
Alabama, Florida, Georgia, South Caro- 
lina, North Carolina; F. Machen, 
Arkansas, Kentucky, Mississippi, south- 
ern Missouri, Tennessee, West Vir- 
ginia; Shep Berkowitz, Arizona, Cali- 
fornia, Idaho, Montana, Nevada, Ore- 
gon, Washington; B. E. Sims, western 
New York, Pennsylvania, Virginia, also 
large cities in Ohio; R. E. Lips, Illinois, 

Michigan, Ohio, Wisconsin; 
C. A. Witosky, Iowa, Kansas, Minne- 
sota, Nebraska, North Dakota, South 
Dakota, eastern Wyoming and H. G. 
Clarke, Louisiana, Oklahoma, Texas, 
New Mexico. 





Santis Ise Shen Gonauined 
On Army Shoe Increase 


New York—A possible explanation 
of the sudden and acute shortage that 
developed recently in the supply of up- 
per leathers suitable for Army shoes, 
and which resulted in protests to Wash- 
ington on the manner in which shoe pur- 
chase contracts were being handled in 
the War Department, was suggested in 
reports current this week in the trade 
to the effect that the number of shoes 
purchased under recent awards was 
increased by a million pairs without 
consultation with the representatives 
of the leather industry on the Advisory 
Committee of the Council of National 
Defense. Being uninformed of the 
greatly increased number of shoes to 
be purchased, tanners were unable to 
plan or prepare to meet the sudden. de- 
mand, it was said. 

There has been considerable agita- 
tion for the appointment of a member 
of the Advisory Committee to represent 
the shoe industry, but up to the begin- 
ning of this week no’ such appointment 
had been made, although rumors gave 
rise to some expectation that a shoe 
man would be named. 





Russia Reported in U. S. 
Market for More Leather 


New York—There were rumors cur- 
rent that Russia was still looking for 
an additional 100,000 bends after hav- 
ing made additional purchases last week 
to a total this month of approximately 
300,000 bends. For immediate delivery 
on bends of 8% iron and up, tanners 
are asking further advances. Shoul- 
ders and bellies have been sold ahead 
for at least sixty days, putting the sole 
leather industry in excellent shape. 

Upper leather suitablg/ for army 
shoes has been booked a by all tan- 
ners for six weeks, and with the orders 
placed late last week for 2,347,000 pairs 
of shoes by the government, instead of 
about 950,000 as was previously ex- 
pected, tanners are expected to find a 
good market for any further commit- 
ments they might care to make. The 
spot hide market has turned rather 
quiet following the unusual activity of 
recent weeks, while the reaction in fu- 
tures from the highs established last 
week makes resale hides offerable at 
lower levels than before for packer 
hides. 

Russia is in the market for Argen- 
tine frigorifico steers and is bidding 
12%c. Sellers are holding at 17%c. 





Maurice Wolock Joins 
I. Miller 


New York—Maurice Wolock, for- 
merly with the Wolock & Bauer store 
in Chicago, has recently joined I. Miller 
& Sons, Inc., Long Island City, where 
he will head an important branch of 
the firm’s fashion department. 

I. Miller have planned a re-organiza- 
tion of their fashion department in 
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Sport Shoes 





SPORT 
SHOES 


BY SANDLER OF BOSTON 


JIFFY-LOAF-A-ROUND 
Featured in 
MADEMOISELLE MAGAZINE 
No. 8480—All antique finish uppers, 

treated leather soles, 10/8 heel. 


No. 8484—4As above only red dufiex 
soles and heels. 


No. 8486—Brown polarbuck, brown 
alligator trim, treated leather soles, 
10/8 heel. 


Widths AAA C Sizes 3-9 
Price $2.46 





Due to the unusual demand 
for the Jiffy-Loaf-A-Round, 
please allow one week for 
delivery. 














A. SANDLER CO. 








keeping with changing trends of to- 
day. Their first step was to select 2 
retailer in order to secure a more sym- 
pathetic understanding of general re- 
tail problems with régard to selling. 

Mr. Wolock is well known for his 
many years in the women’s quality shoe 
business, both for his ability to inter- 
pret fashions as well as for the inspira- 
tion of new ideas. In his new position 
he will be closely associated with the 
distribution of fashion and line p!an- 
ning and will create a closer study of 
the coordination of shoes to app:rel, 
accessories, etc. 
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Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 





MEXICO'S FINEST CRAFTSMANSHIP 
FOUND IN OUR NATIVE 


x HUARACHES « 


TARR 
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X-5: Red and green de- 
ite board—price 





eral in steck. Sam- 


ples available on request. 
6 Doz.—$1.10. 12 Doz. 
—$2.00 


With Store Name 

Imprinted 
100 tickets—3.00 
200 tickets—$5.00 


Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 
Each month, 14 infor- 
mative and forceful 


sellin 
Detailed Information on Monthly Service at Your Request. 


BOOT AND SHOE RECORDER 


SOUTH STATE STREET @ CHICAGO, ILLINOIS 


#700A NATURAL TAN STEERHIDE 


case tors | $1.35 pr. 


TERMS: 5% 20 DAYS NET 30 
F.0.8. OUR N. Y. WAREHOUSE 
Send for illustrated Leaflet 
See our new models at Shoe Show 


Hotel New Yorker—Room 703—Nov. 10-13 


FRED LEIGHTON’S 


129-5TH AVE. NEW YORK 




















LNAWLYYdad AZOIAUES SLINWHOUAW 























Dayton Retailers Sponsor 
Shoe Selling Class 
[CONTINUED FROM PAGE 28] 


the shoe wardrobe and selling acces- 
sories; final session—test of ability to 
fit and sell shoes—courtesy and service 
to customers—pointers as to what cus- 
tomers like in a salesman. 

Dayton shoe retailers have strongly 
indorsed the idea of the shoe sales 
training course and are urging their 
salespeople to attend. 

“I have always said that a shoe sale 

is either made or wrecked on the fitting 
stool,” Paul Crawford of Crawford 
Shoe Company and past-president of 
the Dayton Shoe Retailers’ Club, stated. 
“This school is an excellent plan and it 
should be extended to every large city 
in the United States. Such a training 
course will do much to create the proper 
type of shoe salespeople who are so 
sorely needed today.” 
_ Edward Blomquist, head shoe buyer 
at the Rike-Kumier Company and pres- 
ident of the Dayton Shoe Retailers’ 
Club, pointed to the success gained by 
the recent shoe sales training course 
conducted by his firm. “It was an eye- 
Opener to us,” he said, “and we gained 
Much by the time and effort spent in 
onducting this school.” 

Louis A. Miller, head shoe buyer at 
Elder & Johnston Company and a mem- 
ber of the advisory board of Parker 

perative High School Retail Sales 
ool, is enthusiastic over the future 


results to be obtained from such a 
training course. “If we can keep such a 
school going continually each year we 
shall have a well trained sales force 
and much will have been done to elimi- 
nate sore spots which are now the 
source of many returns of merchan- 
dise.” 


Brown Salesmen Look for 
Good Spring Season 

Str. Louis, Mo—The United Men’s 
Division of the Brown Shoe Company 
introduced its new Spring lines of men’s 
and boys’ shoes this week with an en- 
thusiastic two-day sales convention at 
St. Louis headquarters. Under the gen- 
eral direction of W. H. Ogden, sales 
manager of the United Division, over 
seventy-five road men gathered at the 
Hotel Coronado on Monday and Tues- 
day for a series of intensive meetings. 

John A. Bush, president, and Clark 
Gamble, vice-president of the Brown 
Shoe Company, addressed the opening 
session. Both touched on the general 
situation and expressed a note of con- 
fidence. 

A thorough study of the new sample 
lines was followed by an impressive 
presentation of the company’s advertis- 
ing program for the coming season. 
Advertising manager A. G. White an- 
nounced that the magazine schedule in- 
cluded Esquire, Saturday Evening Post 
and Life. 


Sales conventions are designed to 
build confidence in the future, but aside 
from this fact, the Brown Shoe road 
men displayed an unusual amount of 
enthusiasm over the outlook for the 
new season. 


To Show Line at New Yorker 


EPHRATA, Pa. — Ephrata Shoe Co., 
Inc., announces that their new Spring 
line will be on display at the Hotel New 
Yorker on November 10-11-12-13. 

This company has been at capacity 
with no prospect of a let up during the 
entire Fall; it is partly attributed to 
the fact that lasts and patterns of new 
staple styles had been added to the line 
which has been elaborated on for the 
New York Show. 

Karl J. Rohrbach and Ed Merrion 
will be in attendance. 


Salinger Leaves Milius 


St. Louis, Mo. — Jay M. Salinger, 
who for the past 11 years has been 
sales manager of the Milius Shoe Co., 
has recently resigned from his position 
with the firm. Prior to his joining 
Milius, Mr. Salinger was connected 
with the Capitol Shoemakers branch of 
the Brown Shoe Co. selling the volume 
accounts. 

His future plans have not as yet been 
announced. 
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SERVES 
AMERICA FIRST 


Care for 
disabled 


veterans 


First aid , or Braille for 
training | oe ae the blind 


Life-saving Spot Ag Sige — Home nursing 
classes Wises fl ia 4 instruction 


Nutrition "| a ae a ae i Many helpful 
guidance , MER , services 


All WAR RELIEF contributions went intact to WAR RELIEF 


Support Red Cross domestic work now 


TANNERS' LEATHER GROUP 
NEW YORK CHAPTER 
American Red Cross 
315 Lexington Ave., New York 
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UNISHANK RESULT 


\ 


The UNIFORMITY in appearance and fitting qualities of shoes is materially 
aided by the use of UNISHANK insoles. The moulding of the three parts — 
insole, steel shank, and reinforcer — into a single unit, reflects the true 
design of the last and gives strength to the finished shoe without bulkiness. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ed wan Woanir be 








SALESMEN WANTED 








HELP WANTED 





WANTED TO PURCHASE 











SIDE LINE SALESMEN 
te carry nen-conflicting line of women's high 
style cerrective 


December 1 in Ohio, Indiana, Michigan and 
Illinois. Applicants state line now carrying. 
Address 023 care BOOT & SHOE wes 
Street, New York, WN. 














WANTED: Merchandise traffic manager, by 
large retail shoe agency, to take full charge. 
Good salary to proper man. Write qualifica- 
tions and experience. Morton Zuckerman, 10 
East 40th Street, New York, N. Y. 





FOR SALE 











SALESMEN wee 
Commission basi 


b= for all territories. 
selling 





N WANTED: For New 

to sell Nationally Advertised 

a to a real producers 
ex 

Ben 926" Boot and Shoe 

State Street, Chicago, Ill. 





XPERIENCED SALESMAN wanted for in- 
stock line of Women’s Novelty Shoes; Arci: 
Suopest St Shoes, Soe Sport Oxfords for Western 
4 commission _ 


42nd Street, New Yok, 





Sof hah WANTED to sel 
Ladies’ 


trade. Or carry as side line 
welts or Children’s 

Shoe. Recorder peer Ad- 
= $929, care Boot 100 
East 42nd Street, New York 











pai ow eth al a sotted oF all Fr wg 
poe me and ski item. epi tal full 
Boot & Shoe re, 100 East ‘and 5 By 








EN WANTED in Western Pennsy 


and South 
Men’s and Women’s Welt-O-Pedic Shoes 
stock) AA to EEE—retailing at $3.00 to $4. 00. 
well ished 


uce volume need apply. Give full ~~ 


Drawing account against commissions. - 
North Fourth Street, Philedetpbia, Pa. 





HELP WANTED 


YOUNG, EXPERIENCED 
SHOE SALESMAN to manage small exclu- 
sive college shoe store near campus big Mid- 

unmarried. 





salary plus liberal commission, 


personality and promotional 
Write full details your experience, ref- 


erences, salary expected; Kodak 4 
Address $931, care Boot 's Shoe — 100 
East 42nd Street, New York, 






R SALE: SHOE DEPARTMENT located 

in Dowds-Rubin Department Store, Mount 
Vernon, Ohio. Department doi = $1500 a 
month. Address all inquiries to rs. F. S. 
Rowe, care of Dowds-Rubin Company, Mount 
Vernon, Ohio. 





SIDE LINE SALESMAN WTD. 








URERS—RETAILERS 
STOCKS 

We buy for cash surplus or complete shoe stocks. 

Rranded or unbranded. Generous prices. 


BARSH 
14 8S. Third St. 
Ph 














Y 

5 and Retail 
as 

nna-Jettick, Vital- 


Qual 
tonians, Stetson, Red Cross, Nunn-Bush, 
4 R VIN BUBIN 
House of Jobs”’ 
so Reade St., Cor. Church 
Phone Barclay 7-7887. 








New York City 





SALESMEN calling on shoe and shoe repair 

trade can add greatly to their income by 
carrying nationally known products as a side 
line. State terri covered and length of 
time in territory. ive details in first letter. 
Address $927, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





HOTELS 












WHERELL WE STAY IN ST. LOWIS 7 | 
Hotel Lennox 
DOWNTOWN, GOOD PARKING, 
































B. J. Spandauer 


BALTIMORE, Mp.—Bernard D. Span- 
dauer, who traveled Maryland, District 
of Columbia and a portion of Penn- 
sylvania for many years with a line of 
Pennsylvania-made children’s shoes, 
died suddenly on October 22 following 
an operation at the Sinai Hospital, 
Baltimore. 

Mr. Spandauer was 74 years old and, 
although he had not been well for a 
number of years, he never complained 
and was extremely active up to the time 
of his death. He is survived by his 
widow and one daughter. 








SHOE STORES WANTED 


Men’s, women’s, children's shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 

A. L. BARIS, Pres. 


BARIS SHOE €3.. mS. 
79-81 


Unusual iiioranaie on on 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks ef shoo 
manufacturers, 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 








Phone WOrth 2-5377 and 5378 














New Idea in Shoe Fastening: 


New York — Fred S. Clark, 
originated the Lace-Lastik rubber shoe 
lace, has recently developed a new idea 
in shoe fastenings. His idea is to have 
a side vent at the back of the lace stay, 
running down the seam, which would 
be invisible when closed. The fasten- 
ing would be by means of a tongue and 
snap which, fastened between the lining 
and upper, could not be seen from t 
outside of the shoe or teuch the foot 


Object of the idea is to enable a per- 
son to put on or take off a laced shoe 
without tying or untying the lace. 











CLASSIFIED ADVERTISING RATES 
Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 

other classified advertisements the rate is 7 cents per word. 
desired twelve words should be added for the address. In 








Minimum charge, $1.25. 
all other cases each word of the 














Hill Br 
Pairs; \ 
ton, Ma 
Shoe Co 


Prices 
per pair 


Cort M 
And H 














who 
shoe 
idea 
have 
stay, 
vould 
isten- 
> and 
ining 
n the 
. foot 


, per- 
| shoe 
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MERCHANTS’ NEEDS 





rhe ene 


bs Alter Shoe 
Abno | 


753 trole St., Les Angeles. Cal. 








22 Firms Share 
Army Shoe Order 


Boston, Mass.—The Boston Quar- 
termaster Depot has announced the fol- 
lowing awards of contracts covering 
the manufacture of 2,347,000 pairs of 
army service shoes—contracts awarded 
after negotiations between army repre- 
sentatives and the manufacturers in- 
volved : 

J. F. McElwain Co., Manchester, 
N. H., 50,000 pairs; International Shoe 
Co., St. Louis, Mo., 620,000 pairs; En- 
dicott-Johnson Corp., Endicott, N. Y., 
200,000 pairs; Belleville Shoe Mfg. Co., 
Belleville, Ill., 45,000 pairs; Hanover 
Shoe Co., Hanover, Pa., 75,000 pairs; 
Weyenberg Shoe Mfg. Co., Milwaukee, 
Wis., 102,000 pairs; Ansin Anwelt Shoe 
Mfg. Co., Athol, Mass., 40,000 pairs; 
A. G. Walton & Co., Inc., Chelsea, 
Mass., 40,000 pairs; Brown Shoe Co., 
St. Louis, Mo., 400,000 pairs; Doyle 
Shoe Co., Brockton, Mass., 40,000 pairs; 
Allen-Squire Co., Spencer, Mass., 40,- 
000 pairs; Joseph M. Herman Shoe 
Co., Boston, Mass., 75,000 pairs; Hub- 
bard Shoe Co., Inc., Rochester, N. H., 
50,000 pairs; Craddock-Terry Shoe 
Corp., Lynchburg, Va., 40,000 pairs; 
Chas. A. Eaton Co., Brockton, Mass., 
50,000 pairs; General Shoe Corp., Nash- 
ville, Tenn., 240,000 pairs; Cannon Shoe 
Co., McSherrystown, Pa., 40,000 pairs; 
Ascutney Shoe Corp., Hudson, Mass., 
40,000 pairs; Farmington Shoe Mfg. 
Co, Dover, N. H., 40,000 pairs; 
Hill Bros. Co., Hudson, Mass., 40,000 
pairs; W. L. Douglas Shoe Co, Brock- 
ton, Mass, 40,000 pairs; E. J. Givren 
Shoe Co., Rockland, Mass., 40,000 pairs. 

Prices ranged from $2.65 to $2.97 
per pair. 


Cort Moves Store 
And Headquarters 


CLEVELAND, On10—Cort Shoes, Inc., 
has recently moved their retail store, 
buying headquarters and wholesale di- 
Vision, Acme Shoes, Inc., to new and 
latger quarters at 1261-65 W. 6th 
Street, here, from their former location 
a1384-90 W. 6th Street. 


Stacy-Adams Announce 
New In-Stock Line 


BrockTon, Mass.—The Stacy-Adams 
Company, manufacturers of high-grade 
shoes for men since 1875, have an- 
nounced their intention to meet the 
expanding market for quality merchan- 
dise at more popular prices by featur- 
ing a new line of in-stock shoes to retail 
profitably at $10 and $11. “This new 
stock department,” says a statement 
issued by the company, “will contain 
the same lasts and patterns as former- 
ly, to protect established trade. There 
are being added new lasts and patterns 
which represent the more general de- 
mands of present trends. Our former 
line of in-stock calf leather shoes has 
been closed out.” 

Officials of the company stress the 
fact that this new in-stock line is to be 
made by the same workmen and in the 
same factory that has consistently 
manufactured much higher-priced shoes 
for many years; and that where brand- 
ed shoes are specified, they will carry 
the regulation, nationally-known Stacy- 
Adams trade marks. Some of these 
new in-stock shoes, it is announced, will 
be ready for shipment early in Novem- 
ber. 

The company will continue to make 
shoes in the higher price brackets to 
satisfy the exacting buyer, but these 
will be made on order only. Continued 
in the line, also, are the black and 
brown kid leather oxfords, the former 
to retail at $12.50, and the latter at 
$13.00. 

In summarizing their reasons for this 
important change in policy—a policy 
which they are convinced will meet 
with the instant acceptance and ap- 
proval of all thoughtful merchants— 
officers and directors of the company 
point out the obvious fact that we are 
living in an entirely new era. “Price 
consciousness,” they say, “is to be the 
governing factor in any progressive 
merchandising program for some time 
to come, but Mr. Consumer is not going 
to have the price to pay for expensive 
footwear, as taxes and the drafting of 
capital consume his purchasing power.” 


Organize to Promote 
City as Shoe Center 


MINNEAPOLIS, MINN.—The dissemi- 
nation of factual information on the 
importance of the Twin Cities and ad- 
joining territory as a shoe manufactur- 
ing and distributing center is the chief 
objective of the recently - organized 
Northwest Footwear Association here. 

Representatives of manufacturers 
and wholesalers present at the organ- 
izational meeting included J. O. Hum- 
bert, Dodson-Fisher Co.; Ben Bloom, 
Bloom Brothers Co.; J. A. Schadegg, 
Connolly Shoe Co.; R. L. Bain, Hood 
Rubber Co., Inc.; G. A. Anderson, Bea- 
con Falls Rubber Shoe Co.; F. R. 
Browning, Converse Rubber Co.; W. F. 
Enright and F. E. Sperling, G. Som- 


($1) 





MERCHANTS’ NEEDS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
Proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$47.50 


Special combination offer $25.00 (fluids In- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indtannpeolia, ind. 





Tp ADVERTISING 
\a CUppings 


—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request 
best retail ads; manufacturers usually 
want ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 





VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper od clipping service and special 
short term trial offer 


Name 


Company 








|| City 





mers & Co.; Al Irber, O’Donnell Shoe 
Co.; Paul D. Cook and H. J. Lynch, 
of Northwest Footwear Distributing 
Co. R. B. Dixon, United States Rub- 
ber Co., was present by proxy. 

Mr. Lynch, who originated the call 
for the meeting, was elected president. 
Others named to office are Mr. Bloom, 
vice-president; Mr. Browning and Mr. 
Humbert, directors; and H. S. Me- 
Intyre, secretary and treasurer. 








Dates to Remember 


Monthly Showing Michigan Shoe Trav- 
elers, Hotel Statler, Detroit, Mich. 
November 4, 1940 


St. Louis’ Introduction of Spring Foot- 
wear Fashions, Hotel Pennsylvania, 


New York, 
November 10, 11, 12, 13, 1940 


Shoe Manufacturers’ Spring Opening, 
Eugene A. Richardson, Mgr., Hotel 
New Yorker, New York City. 

Nevember 10, 11, 12, 13, 1940 


Spring Shewing Shee Manufacturers 
Board of Trade of New York, Hotel 


Vanderbilt, New York, 
November 11, 12, 13, 1940 


Boot and Shoe Travelers Association 
of New York Dinner and Entertain- 
ment, Grand Ballroom, Hotel Penn- 


sylvania, Tuesday evening, 
November 12, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass., 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 


Hotel, Chicago, Illinois, 
January 4, 5. 1941 


NATIONAL SHOE FAIR, Hotel 


Stevens, Chicago, Ill. 
January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas, 

January 12, 13, 14, 15, 1941 


27th Annual Convention and Show, 
Middle Atlantic Shoe Retailers As- 
sociation, Hotel Benjamin Franklin, 


Philadelphia, Pa., 
January 19, 20, 21, 1941 


Indiana Shoe Buyers’ Week, Indiana 
Shoe Travelers Association, Clay- 
pool Hotel, Indianapolis, Ind., 

January 19, 20, 21, 1941 


Annual Convention Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn., 

January 26, 27, 28, 1941 
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BOOTS AND SHOES 


ARNOFF SHOE CO., New York City 

BASS, G. H., CO., Wilton, Me 

BROOKS SHOE MFG. CO., Philadelphia, Pa 

CONNEL, J. M.. SHOE CO., Braintree, Mass 

COON, W. B., CO. Rechester, N. Y 

ENDICOTT-JOHNSON CORP., Endicott, N. Y 

Og a mg a A ee eer er eee eee 4, 
FLORSHEIM SHOE COMPANY, Chicago, Ill 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa 
es Se SS Mo nw cass che MaBdleeuwe des edewcceces 
GREGORY & READ CO., Lynn, Mass 

HERMAL SHOE COMPANY, Everett, Mass 

FRED LEIGHTON, New York City 

MANFIELD & SONS, Philadelphia, Pa 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 

MUSEBECK SHOE COMPANY, Danville, Tl 

PLI-MODE SHOE CO., Everett, Mass 

SANDLER, A., CO., Boston, Mass 

UNITED STATES RUBBER CO., INC. New York City 

WEITZMAN SHOE CO., Newark, N. J 

WRIGHT, E. T., & CO., INC., Rockland, Mass 


Back Cove 
$2 


LEATHER AND OTHER MATERIALS 


GALLUN, A. F.. & SONS CORP., Milwaukee, Wis 
LEVOR, G., & CO., INC., Gleversville, N. Y 
SETON LEATHER CO., Newark, N. J 


MACHINERY. LASTS. MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass........................-. 
LITTLEWAY PROCESS CO. Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass.............. 6, 49, 3rd Cover 


STORE EQUIPMENT AND ACCESSORIES 


DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal 
HOWELL CO., St Charles, Il 

SHOE FORM CO. INC., Auburn, N. Y 

SMELTZER, E. C., CO., Indianapolis, Ind 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa 

EASTERN COMMERCIAL TRAVELERS, Boston, Mass. 
HOTEL LENNOX, St. Louis, Mo 

KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City 

VINCENT EDWARDS & CO., New York City 





a new name 


for Smart, Tailored Footwear 


This new name distinguishes our young 
women’s shoes from our juvenile shoes, yet 


retain the guality mark of “Kali-sten-iks’’. 


Many young girls in their teens, having out- 
grown our children’s sizes, like to graduate to 
MADAM-ETTES when ready for 12/8 and 
14/8 heel sizes. 


As a feature line you will find that 
MADAM-ETTES will have a strong appeal to 
young women in their teens as well as their 
mothers, and will worthily uphold your reputa- 


tion for both quality and excellent fitting. 


. 
qued 
b an Calf AntigyA 


5004 rie, Ya 10 10°" $359 
to 











